ONEER SPECIALIZED PUBLICATION FOR CONFECTIONERY MANUFACTURERS 


Jewish Confeciionery Factory 
Survives to Become Industry 
Factor: the Story of CE DE Ltd. 


Calcium Carbonate, Chocolate, 
Starch Discussed by Experts 
Of the NCA Production Forum 


Fannie May Institutes Modern 
Personnel Program for Improved 
Employer-Emplcyee Relationship 
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When you use Clinton's SYRUPS and STARCHES 


Clinton’s laboratory tested syrups and starches are scientifically 
manufactured to insure you unvarying uniformity. Clinton's staff 
of highly trained technicians are constantly checking these prod- 
ucts to assure top quality, batch after batch. 


@ Our Sales Service Department is for your | 


convenience. You'll find it mighty helpful 
and profitable in solving your technical 
problems. Write or call without obligation. 


Tops 
FOR CONFECTIONERS 
COAST-TO-COAST 


Clinton Foods Inc. 


CLINTON, IOWA 
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e ALVA FLAVORS + ALVA FLAVORS = ALVA FLAVORS © ALVA FLAVORS -« 


When it comes to price Alva can afford to give higher quality at lower prices. 

As supplier to every flavor-using industry, volume is greater, purchases larger, 

production more efficient. Modern equipment and new research techniques re- 

sult in manufacturing economies. So, it's logical that where quality and price are 
considered, Alva flavors are better. 


ALVA FLAVORS © ALVA FLAVORS + ALVA FLAVORS 


The full, rich, old-fashioned flavor, unmatched in fineness and priced right . . ; 
This new Root Beer is already going places! 
$12.35 per gallon down to $11.60 in quantity 
Used: 3 ounces per 100 pounds of hard candy. 


Ava Root Beer Oil 


Have you seen the ALVALUE Line of imitation hard candy flavors? 
Cherry - Grape - Pineapple - Raspberry - Strawberry - Banana. 
(1 oz. strength, $9.00 per gal.) 


ALVA FLAVORS « 
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Write for the big complete ALVA 
catalog and see ALVA Flavors’ com- 
plete line in every quality, strength 
and price class. 


VAN AMERINGEN-HAEBLER, INC. 
521 WEST 57th STREET 
NEW YORK 19, N. ¥. 


* ALVA FLAVORS + ALVA FLAVORS rd S++ ALVA FLAVORS 


See 
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ALVA FLAVORS © ALVA FLAVORS « 





for August, 1950 page 3 














page 4 


= 
LL TARE 
RASPBERRY! 


But what will his pals choose? ... Lemon? ... 





Strawberry? . . . Grape? . .. With so many tastes to satisfy, it’s 
a wise purchasing policy for the sweet foods manufacturer 

to rely upon a flavor house whose reputation is built upon— 
not just one or two specialties—but upon a full line of dependable, 
consistently good flavors,—from luscious, true-fruit-like 

apple to a delicate, breath-taking violet. Because of long-proven 
quality, it will pay you in satisfaction and in time 
and trouble-saving economy to bring your 

flavor problems to FRITZSCHE ... 

A FIRST NAME IN FLAVORS SINCE 1871. 


pec Kroth eth, Ine. 
PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N.Y. 


BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts; * Chicago, Illinois, Cincinnati, 
Obio, Cleveland, Obio, *Lés Angeles, California, Philadelphia, Pennsylvania, San Francisco, California, 
*St. Louis, Missouri, *Toronto, Canada and *Mexico,D.F. FACTORY: Clifton, N. J. 
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READ WHEREVER CANDY IS MADE 
AUGUST, 1950 


Vol. XXX No. 8 
Israel confectionery company survives 
EARL R. ALLURED wars, Civil strife to become industrial factor 23 
FOUNDER Conventions — Meetings __............. 25 
Fanny May legislates for lasting - eards 
among employees ... 26 
oe + a Shere PMCA hears Gott on present emergency 27 
ee NCA production forum discusses calcium carbonate, 
starch, and chocolate —............... 28 
ASSOCIATE EDITOR Design trends in competitive packaging 31 
James Redford, Jr. Super mart survey _.... 33 
a Candy packaging clinic " . 34 
NEW YORK STAFF WRITER Dutch Chocolate Shops achieve success thru 
- Clara Baldwin novel: Holland motif 38 
ing 7-3000 Ext. 8-G ‘ 
—_ AACT sets Lehigh date 4\ 
What's new in candy packaging 42 
EASTERN MANAGER Consumer analysis ... 43 
William C. Copp ? 
Letters to MC editors 44 
Premium sales 45 
daar city — Labor, space costs cut by efficient 
a ie sugar handling . 47 
Sales Managers Handbook, Sixth Edition 
ADVERTISING OFFICES (A book review) 48 
Chicago 6, 9 South Clinton i . x 
Stanley E. Allured, Franklin 2.6369 Candy Clinic; Summer Candies and Packages 50 
New York 18, 303 W. 42nd St. Confectioners’ Briefs * 
W. C. Copp, Circle 6-6456 John Casani speaks to Congressmen 58 
Los Angeles 14, 412 W. Sixth St. Supply Field News 60 
Murray Bothwell, Van dike 5875 Modern Silk Screen Printing (A book review) 65 
a P ena: Beene Chase sets pace in union relations 66 
t . Neitz, Eliot 1769 : se i 
ae ae The Clearing House: Classified Advertising 68 
Bandon, wag rey “nea mene Confectionery Brokers 7\ 
L. M. Weybridge Advertisers’ Index _... 72 
Confectionately Yours 72 


COVER: An action view of one of the CE DE, Ltd., workers looking into one of the 
cocoa bean roasting ovens. This is the first machine in the process cf chocolate manu- 
facturing used by the Israeli company. 


Published Monthly on the 5th by The Manufacturing Confectioner Publishing Company, pub- 
lishers of The Manufacturing Confectioner—The Blue Book—The Candy hae Directory—Candy 
Merchandising. Executive offices: 9 South Clinton Street, Chica 6, Illinois. Telephone 
FRanklin 2-6369. Eastern offices: 303 West 42nd Street, New York ity 18, N. Y., Telephone 
Circle 6-6456. Publication Office: Pontiac, Illinois. Copyright, 1950, Prudence W. Allured. 
All rights reserved. Subscription price: One Year, $3.00. Two years, $5.00. Per Copy, 35c, except 
s September ‘Purchasing Executives Issue’: $2.00. In ordering change of address, give both 
Pioneer Specialized Publication for Confec- old and new address, Entrd as Second cies pl hase 20, 1939, ot the Post ice at 
i Pontiac, Illinois, under the Act o arc ember: National Confectioners’ Ass'n. 
ari Manutecturers Meat Mansgement, Western Confectionery Salesman's Ass'n, National Candy Wholesalers Ass'n, Audit Bureau of 
roduction methods, Materials, Equip- Circulations, National Conference of einen Paper Editors. Foreign Subscriptions: One Year, 
ment, Purchasing Sales, Merchandising. $4.00. Two years, $7.00. Canadian Subscriptions: same as U. S$ 
























FINE CANDIES 


from 


om = «ifine 

‘aay’ Ingredients 
Grow 
...into REPEAT Sales 






DUSTING, THINBOILING & MOULDING 


STARCHES 
CORN SYRUPS 


Let us tell you more about 
these fine ingredients for finer candies 


Corn Products Department 
ANHEUSER-BUSCH, INC. ... ST. LOUIS, MO. 









































UNIFORMLY 
FINE FLAVORED 
Pigall 7) bd th My P4 4?) 


Ciwing Cheong 


Careful processing and precise laboratory control is 





your guarantee of dipping cherries that are second to 
none in flavor and appearance. And each cherry is 
accurately sized to meet your specifications. This 
uniformity in flavor and size means lower costs through 
continuous, safe production. 


Right now is a good time to calculate your requirements 
for these flavor-full, colorful dipping cherries—before 
the coated candy season is on top of you. Place your 
order soon with your Pitt representative or write direct 
for our latest Price List—it's complete with details and 
prices on Pitt's dipping cherries, as well as many other 
Confectioners’ supplies. 


THE C. A PITT & SONS CO. 
Since /9/0 


Key Highway and Boyle St., Baltimore 30, Md. 
FRUITS, FLAVORS & EXTRACTS 
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Yes, there’s magic in D&O Flavors... 
the magic of good taste and sparkling 
freshness. That’s why candies with D&O 
Flavors live charmed lives...always 
climbing up, up, up to new and higher 
sales records. Candy manufacturers 
(who don’t already know) would do well 
to write immediately for samples of 

the DOLCO 5200 Line, the greatest 
innovation in the art of flavoring in 
over a decade. Test —-TRY— 

Taste and convince yourself that 

D&O Flavors have the magic that 
charms customers to your 

candies—and keeps them charmed. 
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Flavor is the thing that makes your product stand 
out from others. And Exchange Oil of Orange " RA Rg G E 


has the flavor...that distinctive and preferred U.S.P. 


taste unique to oranges grown in the sunny, 


sheltered valleys of California. Distributed in the United States exclusirely by 
FRITZSCHE BROTHERS, INC. 


Try Exchange Oil of Orange for yourself. ee ee ea 
DODGE & OLCOTT, INC. 


Give it all your tests for quality, uniformity and 180 Varick Street, New York 14, N. Y. 


, : . ’ o.8 Distributors for: 
strength. You'll like it...and you'll buy it! entencuns ieuaek maenens enaneees 


PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 
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IT’S ALUMINUM ALLOY 





Here’s the easy, sanitary way to handle foods! The alu- 
minum drum is seamless, has open bead; and wearing 
ring on the bottom is attached with a continuous weld. 
Easy to move around because aluminum is light. Dent- 
resistant and long-wearing because drum and cover are 
made of Wear-Ever’s famous, extra hard alloy. And re- 
' member, aluminum is friendly to foods. 
50 gal. drum, hinge-type cover and dolly For additional information, mail the coupon to: The 
Aluminum Cooking Utensil Co.,5708 Wear-Ever Bldg., 
New Kensington, Pa. 











DRUM COVER DOLLY 
Choice of Choice of 


SLIP-OVER TYPE 


» 










att 2d 
a 


HINGE TYPE Use drum with dolly as a 


30 gal., 18"dia. 50 gal., 22%" dia. 
x 27%" deep X 28%" deep with lock-on bolt and cover rest “removable” bin for easy 
Both sizes h bead . . . . 
pes was pga 4 meta a Also quick-lock type available inter-plant transportation 





























Tke Aluminum Cooking Utensil Co., 
£708 Wear-Ever Bidg., New Kensington, Pa. 


e 


Please send us complete information ebout your new clumi- 
num drum, cover and dolly. <€ .. f 
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CANDY MANUFACTURERS WHO USE ALO-SWEET” SAVE $,5$$ EVERY YEAR 


Users’ experiences prove that such impor- Flo-Sweet engineered and supervised 
tant savings are typical whenever liquid 90% of the liquid sugar installations 
sugar replaces dry sugar. The fact that in the areas it serves. 


three easy mechanical operations do the 


work of 10 back-breaking storage and Pp Fo-sweet has the sugar industry’s 
Oo 


handling operations is one quick indica- 
tion of how Flo-Sweet cuts costs. 


utstanding Research Laboratory. 


Users’ experiences prove, too, that lo-Sweet serves you with the largest 
there’s no substitute for—nothing “just fleet of tank-trucks, tank-cars and 
as good” as Flo-Sweet experience, Flo- tank-ships handling liquid sugar today. 


Sweet “know-how,” Flo-Sweet service. 
THESE ARE FACTS: > 





for bulk distribution 27 years ago. for customer service. 
Therefore, when you get Flo-Sweet you get more plant 
assistance, product research and improvement, prod- 
uct control, and always-dependable service . . . AND 
THOSE ARE THE THINGS THAT SAVE YOU $,$$$ EVERY YEAR 
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o-Sweet is the only liquid sugar 
pplier in the East maintaining stor- 
o-Sweet made the first liquid sugar age facilities away from the refinery 
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a hig 640-page book of candy “know how” 


C= PropucTIoN: METHODS AND FORMULAS, is a big, 640-page, extra- 
helpful book designed to give practical “know-how” answers to problems 
of candy manufacture. Walter L. Richmond, the author, is superintendent for 
Garrott Candy Company and for Jane Garrott Candies, Inc., of St. Paul, Minn. 


In Canpy Propuction: METHODS AND Formutas, Mr. Richmond 
describes fully the three basic operations for good candy manufacture: (1) 
Ingredients and Cooking Actions, (2) Mixing, Casting, Coating, Etc., (3) 
Trouble Shooting. Mr. Richmond tells both the reasons and the methods of 
operation. In addition, he provides carefully selected formulas for both the 
wholesale and the retail trade. 


Whether you have a large plant or a small one, CANDY PRODUCTION: 
METHODS AND FoRMULAS will prove a valuable asset to your firm. Mr. Rich- 
mond’s book has 30 helpful chapters, as shown in the accompanying contents 
table. Its 640 pages contain 500 candy formulas and detailed production in- 
formation on candies. For quick, convenient reference, a numbered list of the 
book’s 500 formulas—grouped also under 32 main candy classifications—is 
provided. A comprehensive index and large diagrams showing both how to 
decorate Easter eggs and how to insert fruit and nuts in the centers are still 
additional features. Designed specifically as a production man’s text, Mr. 
Richmond’s helpful book also provides generous space alongside the formulas 
for notes during actual production in the candy plant. 


Canpy PropuctTion: METHODS AND FORMULAS is now ready for prompt 
shipment. Price is $10. Use the handy coupon below. 


BOOK ORDER . 


The Manufacturing Confectioner Pub. Co. 
9 S. Clinton Street, 
Chicago 6, Ill. 


Please send me Mr. Richmond’s new helpful book Canpy Propuction: MeTHops 
AND Formu as which contains 500 candy formulas. I am enclosing $10.00. 


USE THIS ORDER FORM 
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CONTENTS 


Flavors and Colors (Ch. 1) 
Cream Candies (Ch. 2) 
Chocolate Covered Cast Creams 
(Ch. 3) 
Cordial Fruit Creams (Ch. 4) 
Direct Remelt Creams (Ch. 5) 
Hand Rolled Creams (Ch. 6) 


Picin Creams, Glazed Butter Goods, 
Crystallized Creams (Ch. 7) 


Cream Coated Bon Bons (Ch. 8) 


Chocolate Puddings, Chocolate Paste, 
French Chocolates (Ch. 9) 


Easter Candies (Ch. 10) 

Glace and Preserved Fruits (Ch. 11} 

Coconut Candies (Ch. 12) 

Milk Products for Fudge and Caramels 
(Ch. 13) 

Fudge (Ch. 14) 

Caramels (Ch. 15) 

Marshmallows (Ch. 16) 

Nougat, Sea Foam (Ch. 17) 

leing (Ch. 18) 

Jellies (Ch. 19) 

Starch Gums and Jellies (Ch. 20) 

Hard Candy (Ch. 21) 

Butter Crunch, Butter Scotch (Ch. 22) 

Taffy and Kisses (Ch. 23) 

Nut Candies (Ch. 24) 

Pop Corn (Ch. 25) 

Salted Nuts (Ch. 26) 

Egg Frappes (Ch. 27) 

Useful Information—Charts and Tabies 
(Ch. 28) 

Trouble Shooting (Ch. 29) 

Unsatisfactory Results, Cause and 

Remedies (Ch. 30) 
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FOR TASTE IMPROVEMENT... 


SOUTHERNERS Fur Wel’ 


i with 


PFIZER ACIDULANTS 


South or North of the Mason-Dixon Line, East or West of 
the broad Mississippi, Pfizer Quality Acidulants are country- 
wide favorites for improving the taste of fruit-flavored candy. 
“Treated” this way, even the best flavors get a taste-tingling lift. 
What's more, free-flowing, non-caking Pfizer Acidulants dissolve 
fa-st ... cut costs ... give you even acidulation every time. 
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ANHYDROUS CITRIC ACID + CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR + CAFFEINE 


CHAS. PFIZER & CO., INC., 630 FLUSHING AVE., BROOKLYN 6, N.Y.; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL.; 605 THIRD ST., SAN FRANCISCO 7, CALIF. 
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..- AND THE NATION'S LEADING CANDY MAKERS DEPEND ON 


“BLUE DIAMOND” ALMONDS 


In Sacramento, the nation’s almond capital, batteries of 
photo-electric “eyes” sort almonds with more-than-human 
accuracy. The equipment is exclusive with the Exchange for 
almonds, and it is another reason why leading candymakers 
the country over depend on top quality Blue Diamond Brand 
California almonds. 


Blue Diamonds are accurately size - graded, free from 
dust, foreign particles and bitters. They give you the kind of 
dependable quality that minimizes sorting and handling in 
your plant. 

If it’s sales - appeal you want, use almonds. And if it’s 
almonds you want, consult your Blue Diamond representa- 


tive, or write us. We're almond specialists, and have been for 
more than 40 years. 








IFORNIA ALMOND GROWERS 


Re * oe fs ree ee 
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LAND O’LAKES 


Improved 


NONFAT DRY MILK SOLIDS 
SOLVES BOTH PROBLEMS 


The squeeze is on between high pro- 

duction costs and stiffer competition 
for the public’s candy-buying dollars. Yet you can 
meet both—and make a good profit—by using 
LAND O’Lakes New Improved Nonfat Dry Milk 
Solids. It’s economical. The initial cost is low. It 
requires no refrigeration, and only small storage 
space. The low moisture content means less 
cooking, lower fuel bills. 

But flavor is what counts with consumers. Good 
flavor—mellow and tempting but not too sweet— 
is a contribution LAND O’LAKEs New Improved 
Nonfat Dry Milk Solids makes to any formula 
specifying milk. Try it—and watch your sales climb! 





CONTINUOUS SUPPLY OF NEW IMPROVED NONFAT 
DRY MILK AVAILABLE EVERYWHERE—QUICKLY 


Immediate Delivery Through Branches, Brokers and 
Jobbers in Principal Cities, or write LAND O' LAKES 
Creameries, Inc., Minneapolis 13, Minnesota 





In drums, barrels, and 

the NEW, handy 100 

Ib. and 50 Ib. Multi- 
wall bags. 
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Emil Wagenknecht of 
WALLACE & CO. 


says....WE HAVE FOUND EXCHANGE CITRUS 
PECTIN AN EXCELLENT PRODUCT FOR HELPING 
US MAINTAIN THE HIGH STANDARDS OF QUAL- 
ITY AND UNIFORMITY OF OUR JELLY CANDIES.” 


EMIL WAGENKNECHT 
Factory Superintendent, Wallace & Co. 
460 Smith Street, Brooklyn 31, N. Y. 





Jelly candies made with 


EXCHANGE CITRUS PECTIN 


...are tender and brilliantly clear, 
carry more flavor, are never gummy, stay fresh longer, 


set more quickly and pack more easily in bulk. 


A meticulous system of controls and tests keeps Exchange Citrus Pectin so 
evenly standardized that it always performs the same in your formulas. That 
means lower production costs, uniformly fine candy and good profits! Write 
for information and free sample. 


CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department: Ontario, California 


400 W. Madison Street, Chicago 6 « 99 Hudson Street, New York 13 Cc i T R U S ad 3 ¢ T I N 
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YOU CAN DEPEND ON ATLAS COLORS 


Atlas Certified Colors are the result of one-hundred years’ 
manufacturing experience. That accumulated know-how 
is a priceless asset — assuring you of dependability and 
uniformity ALL the time, plus specialized counsel and 
cooperation to solve individual color problems any time. 
Leaders everywhere rely on ATLAS colors for uniformity, 
maximum solubility, and exceptional working qualities 

. as well as an infinite variety of shades and brilliance 
of color for every food product. Write on your letterhead 
for samples, information, color counsel. 
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CERTIFIED 
COLORS 
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NEW YORK 7 11-13 EAST ILLINOIS STREET, CHICAGO 
BALTIMORE BC T N NNAT < EVELANE ALLAS C 
MINNEAPO NEw RiEANS MAHA PHILADELPHIA 


PRODUCERS OF CERTIFIED COLORS “ 
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4735 DISTRICT BLVD., LOS ANGELES 
Y . nC IN «+ INDIANAPOLIS KAN 
FRANCIS 


PITTSBURGH st 1OUIlS + SAN 








better than new...it’s TIME-TESTED 





for years...the standby of leading confectioners 


Get Kanatrol’s rich, distinctive flavor and character 
that builds steady, repeat business. Discover how high temperatures 
don’t dissipate Kanatrol flavor. See how you save, too... 
just one ounce flavors 100 lbs. of confectionery! 


For all your imitation vanilla requirements . . . in 
marshmallow, fudge, caramels, cream centers or taffy 
... fely on Kanatrol, the favorite where strength, uniformity and 
quality are demanded. Kanatrol is another fine product 
of Kohnstamm’s laboratory research and control and 
100 years of flavoring “know-how”. Place a trial order today. 
Your satisfaction guaranteed . . . write, wire or phone 
the nearest H. Kohnstamm headquarters. 


One Hundredth Anniversary 








FIRST PRODUCERS OF CERTIFIED COLORS 


OHRGTARMM ¢ COMPANY Enc. 


ESTABLISHED 1851 


89 PARK PLACE, NEW YORK 7 N-13 E. ILLINOIS ST, CHICAGO 11 4735 DISTRICT BLVD., LOS ANGELES Il! 
ATLANTA + BALTIMORE + BOSTON + CINCINNATI + CLEVELAND - DALLAS - DETROIT - HOUSTON + INDIANAPOLIS + KANSAS 
CITY, MO.+ MINNEAPOLIS + NEW ORLEANS - OMAHA = PHILADELPHIA + PITTSBURGH * ST. LOUIS - SAN FRANCISCO 
































We Welcome Your Visit 
at the Chicago First International 
Industrial Exhibition Italian Stand. 
August 7-19, 1950 





AUTOMATIC VERTICAL COOLER AVC/TIO 


Embodying 60 trays of 27, 5/16" x 15, 3/4" 
Minimum encumbrance 
Reduced consumption of cold units 
Maximum labour economy 
Simple construction, safe working 
Simultaneous use of any type of mould 
Automatic loading and unloading 
Timing of freezing duration 








NEW YORK Office: 6 West 77th Street, SChuyler 4-1305 
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4, GOOD TASTE 


FOR ALMOST HALF-A-CENTURY 


a 


; FRUTAL Quality Controlled FLAVORS | 











No hard time for the Hard Candy manufacturer. By 
6 Se Our imitation flavors defy the real thing in taste ty 
nae and beat everything in quality and economy. iy 
FLAVORS WITH OTHER NATURAL FLAVORS BY 
When science and nature get together in creating g* 
a flavor, then you've really got something. Our 
=. Raspberry, our Strawberry, our Cherry and many iit 
of our other flavors for cream centers make 


unsurpassable quality creams. 


Waars the secret? It takes quality controlled flavors to make quality 
candies with economy. Making fine candy flavors is an art acquired by 
us through many years of experimentation and service to the trade. 

It takes experience and know-how, the newest equipment, and 
latest scientific production methods to make a FRUTAL product 
that is consistently good — good consistently. We ask you to 
try it — we know you'll buy it, 


POLAK'S Faudal WORKS, INC. 


MIDDLETOWN, NEW YORK 
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Yes, more than 80% of all 
the lemon oil used in the 


United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers quality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 





Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 
Distributors for: 

CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 
Producing Plant: 

Exchange Lemon Products Co., Corona, Calif. 
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ORDERS PLACED NOW WILL BE FILLED IN 
TIME TO MEET YOUR FALL REQUIREMENTS 


Full Details and Quotations Await Your Inquiry 
WRITE TODAY OR WIRE COLLECT 


ALL-NEW AUL-STeEL HEAVY-DUTY 
NATIONAL MOGUL MODEL M-100 
Precision built to the highest engineering : 
standards. Operates at higher speeds, 
smoothly and with better quality mould- 
ing. National’s Mogul is a classic example 
of modernity and practicality. Yet — 
streamlined and heavy-duty built as it 
is — its greatest superiority lies in its 
AMAZING PERFORMANCE. 


SANITARY HIGH GLOSS 


Accepted by leading health authorities in- 
cluding the New York City Dep’t. of Health 
AS BEING OF SANITARY CONSTRUCTION. 
Easy and immediate accessibility for clean- 
ing. Produces highest gloss chocolate coating 
at lowest production costs. 


Wlew NATIONAL HIGH SPEED 
HI-GLOSS CONTINUOUS 
HARD CANDY 


VACUUM COOKER 


600 to 2500 Ibs. hourly 
production of the finest, 
clearest, driest and glossi- 
est quality hard candy. Ex- 
tra large coil cooking area 
assures the use of a lower 
steam pressure. This results. 
in hard candy with a 
smoother texture. New 
scientific design cuts steam 
usage to a fraction. 





, EQUIPMENT CORPORATION 
[ational — CROSBY STREET, NEW YORK 12. N.¥. 
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Israel confectionery 
Company survives 
wars, civil strife 
to become 
industrial factor 


Meyer Shulman founds 
first confectionery plant 


HERE are few industries in the infant state of Israel 
more bound up in the history of that country than 
the CE DE, Ltd., candy manufacturers. 


The firm had its beginnings in the early part of this 
century when Meyer Shulman first came to the country, 
then predominately Arab. Mr. Shulman left Russia in 
1905 after the failure of the riots there brought pogroms 
against the Jews. 

He was among many who came to Palestine at this 
time to attempt a life of peace free from Tsarist oppres- 
sion. Mr. Shulman had two occupations. The first of these, 
and perhaps the most important to the religious Jew, was 
that of singing to the congregation of the synagogue and 
standing at the altar on festival days. But most of the 
time, and the way he made his living, was spent in making 
an assortment of sweets. 

Meyer Shulman arrived in the port of Jaffa in 1905 and 
decided to settle. 

At this time, Tel Aviv did not even exist in the imagina- 
tion of the Palestinian Jews, and most of the imigrants 
settled in the dark alleys of Jaffa where they were forced 
to find a livelihood among the strange and unfriendly 
Arab population. 


Factory Started 


Mr. Shulman decided to try his hand at the trade he 
had practiced in his native town of Homel, Russia; so he 
rented a few rooms in an old, dilapidated Arab house. 
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Today. the modern facade with the familiar CE DE, Litd., trade 
mark is a well known sight in the Ramat-Gan industrial area near 
Tel Aviv. But the origins of the company were of the humblest. 


. . as in the early part of the century, Meyer Shulman started 
his factory in an old Arab house open to wind and rain. Half 
the dwelling was used for living quarters and half for the 
factory. It was the first confectionery factory in the infant state. 
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He divided this hovel into two sections—one for living 
and the other for the sweets factory. Thus was the first 
confectionery factory founded in Palestine. 

But years passed, and the Jewish population did not 
grow according to the hopes and needs of Meyer Shulman. 
The Arabs would not buy his products because European 
sweets were totally alien to them. It seemed the problem 
that the Arabs found with the European confections was 
whether to use them on their shoes or eat them. 

And Mr. Shulman was unsuccessful in developing a 
taste for sweets among the Arabs. The little money he had 
brought with him disappeared; it became necessary to 
take in a partner. 

Itzchak Levenstein from Berditchev appeared in the 
country and was taken into the firm. The addition of new 
blood and money started the wheels turning again only 
to swallow the additional money, but times slowly im- 
proved. It was at this point that the first world war ended. 

With the end of the conflict, a large wave of immigra- 
tion from Russia, Lithuania, Latvia, and Poland made its 
way to Palestine. These people brought not only their 
families and their money, but also a taste for European 
culture, a part of which was a love of European sweets. 


New Partners Join 

Immediately, the firm was faced with a new situation— 
it was now unable to cope with the huge demand for con- 
fection. The two partners had to appeal for more partners 
to make possible the necessary expansion. The brokers 
Mirenberg, present owners of the Bank for Agriculture 
and Building, joined the firm. 

Machinery for producing chocolate was brought into 
use, the factory was enlarged. An expert from Germany 
joined the partners, and the firm, now known as “NOAM,” 
became an important secondary industry in the country. 

But reverses were again in store. More immigration 
and the Mandatory Government brought upheavals to 
Palestine, and this newly rejuvenated company was 
affected with the rest of the Jewish population. 

Partnerships collapsed, and new combinations were 
made, but the partners Shulman and Levenstein some- 
how kept the machines busy. 

The uneasy times continued to be a problem for the 
industry until 1932 when a new partnership was formed. 
A. Rabani, one of the present leaders of the company, 
was included, and the new partnership commenced to 
rebuild and recreate the factory. 


The Jewish population in Palestine had been growing 
considerably, and the Jews were forced to consider means 
to absorb this increase. Riots had broken out all over the 


- 
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A wall exhibit of CE DE prod- 
ucts shows hard-boiled and 
soft sweets, chocolates of as- 
sorted fillings and types, tof- 
fees, wafers, dragees, and 
other confections all wrapped 
and printed within the home 
plant. 





B Yne MANUFACTURING CONFECTIONER brings its 
‘readers another of its exclusive articles dealing 
with world-wide candy plants. This interesting 
article on an Israeli manufacturing confectioner is 
part of our policy in keeping up with the latest in 
developments, not only nation but world wide. 











country. There was an uneasy peace among the Arabs, 
Jews, and British government. Because of this, the Jews 
were compelled to abandon Jaffa. 

An attempt was made to found the city of Tel Aviv 
which imposed a problem on the NOAM as they too had 
to leave their present site. 

But as the new partnership investigated building near 
Tel Aviv, they found fresh obstacles. Land was expensive; 
so the company settled the problem by buying a plot of 
land three miles from Tel Aviv which is now called Ramat- 
Gan. It is an area today which is one of the industrial 
centers of the country; then it was desolate, and the new 
factory stood alone in an empty field. 

Problems again confronted the company NOAM. Bad 
times were at hand and all the industry and ingenuity of 
the partners could not overcome business reverses. Things 
remained the same until 1938 when the company again 
changed hands. At this time. A. Rabani was the only one 
of the previous partners left. 

The new partnership was cautious in their original in- 
investment. The initial amount invested was only about 





The workers for CE DE represent many different civilizations. 

On the left is pictured a girl from the deserts of Yemen in SW 

Arabia working in a process of chocolate manufacturer while on 

the right a Czechoslovakian girl from the concentration camps of 

Europe works at an automatic toffee cutting and wrapping 
machine. 
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$3,000 which increased later to about $560,000 author- 
ized capital, of which $476,000 is paid up. The increase 
was partly from dividends and partly from the additional 
investment of share-holders. 

Everything changed in the company, including the 
name. It became the CE DE, Ltd. named after the new 
partner whose initials are “C. D.” 

Under the new management, only ten workers were 
employed. Today the demand for the products of the plant 
has increased until it now employs 300. 

Among the 300 workers, both male and females, there 
are 25 experts in the industry and 15 clerks. The rest of 
the workers hold particular skills. Some of the workers 
have been with the company since the days when the 
factory was known as “NOAM.” The workers have come 
from all parts of the world and one sees such contrasts 
in the factory as Czechoslovakian Jews and Jews from the 
deserts of Yemen. 


Factory Self-Contained 


The factory is almost entirely self-contained. Along the 
entire area of the storerooms are tracks which connect 
every part of the factory. These are used for transporting 
goods. Thus the raw materials required at any part of the 
factory may be supplied quickly, and the finished product 
taken away. 

The storerooms contain such commodities as milk pow- 
der in barrels and tins of cocoa butter, a by-product of the 
factory. The cocoa beans are also kept in the store rooms 
and are brought from such distant places as the Gold 
Coast of Africa, Ceylon, Trinidad, Brazil, etc. Checks are 
kept of every bag of raw material brought i in. 

The factory engages in producing chocolate from the 
raw material, and every phase of the manufacture is con- 
tained in the plant. The beans are roasted and brought 
to the melanger. They are crushed with large, heavy stone 
rollers turning in opposite directions to produce the cocoa 
paste. Then this goes to the three roll refiner. 

Cocoa butter is produced on the factory presses. From 
this process is obtained the secondary product of cocoa 
cake which is used in the production of cocoa powder. 

After the cocoa mass receives its first grinding, it is 
transferred to the five roller refiner where it is ground to 
the fine powder required for the high quality chocolate. 

It is only after the long refining process and the passage 
thru the molding machine that the chocolate takes on the 
form of tablets, a type of confection in demand in Israel. 


Many Types Made 


Before going to the wrapping machines, the chocolate 
passes thru the refrigerating plant where it automatically 
hardens. Then after it has been wrapped and labelled, it 
appears before the consumer. 

But the factory is not only concerned with the manu- 
facture of chocolate confections. Also manufactured are 
a line of wafers, fancy sweets, toffees, boilings, and other 
forms of confections. 

Another machine used in the plant is a continuous 
cooker for the manufacture of boiled sweets where after 
the ingredients have been mixed and boiled, they are 
put thru a cutter and formed ready for wrapping. An- 
other machine then wraps them. 

A well equipped printing department is maintained 
in the factory for the printing of all kinds of labels such 
as paper, cellophane, aluminum foil, and fancy chocolate 
boxes. 

In the first years of the present management, export 
sales were a small part of the business of the company. 
Connections with outside countries were small, and trans- 
portation was a problem not easily overcome. 

However, the last year has seen strong attempts made 
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to increase export production. The United States has been 
one of the customers of the Israel company to the sum of 
$500,000. The company has been forced to adjust their 
prices to those of the American market. 

Before packaging for export trade, samples of the prod- 
ucts are examined once and then a second time before the 
shipping boxes are finally closed and marked. 

‘Lo take care of the trade in the United States, the com- 
pany has established a branch office in New York known 
as CE DE, Inc. Edward Dee, one of the four directors of 
the company and president of CE DE, Inc., supervises 
the New York office. 

Thus thru 45 years of privation, which has included 
numerous riots, two full-scale wars including the recent 
one against the Moslem nations, this Jewish company has 
succeeded in establishing itself as an important pioneer 
industry in the infant state of Israel. 





@ Barton’s Bobonniere of New York was the sub- 
ject of an article in Tide magazine for June 1950. 
This magazine, covering advertising, marketing, 
and public relations, dealt with the expansion the 
company has made in the past ten years. 


® Hooper’s Confections, Inc., of Alameda, Calif., 
has added a room to its factory and a mezzanine 
floor for office space. This increases production 
space by 2000 square feet. Gordon Hooper, head 
of the firm, noted recently that sales for the first 
half of this year registered a 15 per cent gain over 
the same period of 1949. 


@ Michael Rappas and Earnest Carathian have pur- 
chased Chrisand’s Candies of Oakland Calif. from 
James Chrisand who is now retired. Operating as 
a partnership, the present owners are continuing 
the Chrisand name and the retail store on the fac- 
tory premises. 


Conventions - Meetings 


July Bag ~~ 3—National Association of Variety Stores, Merchandise 
Fair, LaSalle Hotel, Chicago. 





August 16-18—Third Western Packaging and Materials Handling Expo- 
sition, Civic Auditorium, San Francisco. 


August 7-20—First U. S. International Fair, Navy Pier, Chicago. 


August 6-9—27th annusl convention, Southern Wholesale Confectioners 
Association, Inc., Birmingham, Ala. 


Sept. 18-23—Third International Congress of Chocolate and Cocoa 
Manufacturers, Lausanne, Switzerland. 


Sept. 23-26—18th annual meeting of Packaging Machinery Manufac- 
turers Institute, at the Homestead, Hot Springs, Va. 


Sept. 26-29—American Oil Chemist's Society, fall meeting, Sir Francis 
Drake Hotel, San Francisco. 


Oct. 21—“Sweetest Day.” 


Nov. 12-15—National Automatic Merchandising Association, annual 
convention and exhibit, Palmer House, Chicago. 


Dec. 7-9—Western Confectionery Salesmen’s Association, Convention, 
Congress Hotel, Chicago. 


Feb. 1951—-Western Confectioners’ Meeting, San Francisco. 


April 26-27—-Fifth Annual Production Conference, AACT, Lehigh 
University, Lehigh, Penna. 


June 3-6—National Confectioners’ Association convention, Stevens Hotel, 
Chicago. 


June 7-9—National Candy Wholesalers Association Convention, Palmer 
ouse, Chicago. 


June 17—Institute of Food Technologists Meeting, New York City. 
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Fannie May 
legislates for lasting 
high morale 

among employees 


evaluation finds 
weaknesses; 
corrections made 


O YOUR employees like you? For an honest answer 
to that question, most companies would give a lot 
these days. 

It is one thing to have satisfactory employee morale on 
the surface, but it is another to be certain that your work- 
ers will stick by you in rush seasons and to know they 
will be on your side in a crisis. 

A few years ago, management made such employee 
evaluations by guess. Today, industrial psychology has 
developed yardsticks that measure every facet of em- 
ployee attitudes toward the boss, the company, and its 
personnel practices and policies. 

The Fannie May Candy Co. of Chicago had its person- 
nel policy, in terms of employee attitude, examined re- 
cently by Stevenson, Jordan & Harrison, Inc., manage- 
ment engineers and psychologists also of Chicago. 

Fannie May me a home style candy. Because 
hand workmanship is essential for quality and flavor 
control, workers are a more important factor in Fannie 
May’s production unit than in a highly mechanized opera- 
tion. Sound management practices dictate close employee- 
employer relationships. Mrs. H. Teller Archibald, the 
owner, is as interested in employee morale as in making 
a profit. 

In addition, the general manager and executive vice 
president, H. H. Simpson, who has steadily lowered pro- 
duction costs in spite of a 300 per cent wage increase 
since he came on the job 15 years ago, believes that the 
worker who wants to produce is the best producer. A 
believer in self-motivation, he has made an effort to sub- 
stitute other incentives than the driving, over-aggressive 
supervisors who push employees to get the work out. 


Three Point Program 


Fannie May’s personnel policy is based on a desire to 
make workers feel secure and happy on their jobs. It 
divides ino three major parts: 

(1) Communication between labor ani management. 
Operating a moderate-sized organization of approxi- 
mately 500 in plant and:retail shops, Mr. Simpson makes 
it his business to know personally as many employees as 
possible. His “Open Door” policy is backed by an em- 
ployee-committee system. 

Committees are selected by the employees themselves 
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in each department. They meet separately with Mr. Simp- 
son once a month. Although he stresses positive discus- 
sion—suggestions as to what can be done to improve 
conditions—he encourages committees to open up and 
discuss candidly any sore spots in supervision. Accepted 
policy is that anyone in the plant—supervisors or down 
the line employees—can have their say without fear of 
retaliation. 

Thru the years, he has weeded out (usually with a 
liberal pension) nearly one-third of his supervisory staff, 
replacing them with people whose temperaments are the 
non-driving sort. 

(2) Incentive pay. The incentive pay system—set up 
by management consultants Stevenson, Jordan & Harri- 
son—is geared to provide fair wages for the industry at 
standard production. 

Careful aptitude testing weeds out misfits before they 
sit at a work table. After a standard is reached, workers 
may go beyond if they wish, but, and this is the power 
that keeps the incentive machinery running, no supervisor 
is permitted to push any worker beyond standard. Workers 
compete only with themselves and not with any other 
individual or group. 

(3) Benefits. An extremely liberal combination pen- 
sion, life insurance, and welfare plan is designed to give 
employees basic financial security. Knowing they will be 
taken care of in their old age or if the company is forced 
thru circumstances to reduce its payroll, workers tend to 
stay with the company and develop maximum skills that 
pay off in dollars to both them and management. 


The benefit fund is divided into two parts. The first is 
a government-approved pension, life-insurance plan. The 
second is a special fund which is a liberal percentage cut 
in company profits after the annual books are closed. 

The basis on which the funds are distributed is con- 
trolled by management. Usually, a retired or laid-off 
worker gets his money in monthly pension payments at 
retirement age. But sometimes—as in the case of a choc- 
olate dipper who had to move to California after seven 
year’s employment and took $4,000 with her—the money 
is given out in a lump sum. This careful analysis of 
workers’ individual cases prevents their quitting merely 
to collect the money due them and assures them that man- 
agement considers their long-term welfare. 

These policies look very liberal on paper, but some- 
times even the best-intended personnel policy breaks down 
thru failure of down-the-line supervision to live to its 
spirit or thru those intangible factors that are hard to 
spot. 


Objective Evaluation 


As Mr. Simpson put it, “We thought we had a fair sort 
of personnel policy, but we were flying blind. When 
Stevenson, Jordan & Harrison asked us if they could come 
in and find out if we were as good as we thought, we 
welcomed the opportunity for an objective evaluation.” 

Using techniques developed thru long years of experi- 
ence in many different industrial situations, SJ&H psy- 
chologists interviewed workers to find out what actually 
was going on in the plant. Based on these interviews, the 
consultants developed a questionaire of 87 different ques- 
tions. Some of the 87 were tailored to conditions existing 
at Fannie May alone, while others covered the basic ele- 
ments of morale in any candy company or industry. Ques- 
tions covered: 

Work Satisfaction Pay 
Supervision Promotions and raises 
Security Working conditions 
Management Safety and Health 
Communication-Representation Group Recreation 
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Fellow-Workers Incentive Pay system 
General Attitudes 

Tabulating the answers and buttressing the statistics 
with follow-up interviews was the third step. This again 
required a sound knowledge of worker psychology. Be- 
cause there are no industry-wide standards in morale, 
comparisons are made within departments. The “Halo 
Effect” (the tendency for a worker who is happy in the 
most important factors of his job to rate everything favor- 
able) was weighed and interpreted. Only positive answers 
were counted as “blank” answers can indicate a psy- 
chologically negative attitude. 

Finally, SJ&H disclosed an unusually favorable over- 
all attitude toward Fannie May approach to laber rela- 
tions. General attitudes ranged from 70 to 90 per cent fa- 
vorable among departments. Ninety-three per cent of all 
employees felt “The management goes out of its way to 
be friendly to the employees”; 81 per cent agreed that 
“The employee committee system makes it easier to get 
complaints called to the attention of management”; 93 
per cent said, “The workers in this plant are friendly”; 
90.5 per cent said, “I like the idea of being paid according 
to what I produce”; 81 per cent indicated, “The rates on 
my job are just about right”; 87.9 per cent said, “The 
profit-sharing plan gives me something to fall back on if 
I should lose my job or have to quit.” 

However, interdepartmental evaluations by the psychol- 
ogists uncovered some conclusions of interest to others in 
the confectionery industry. 


Shifting Lowers Morale 


Shifting on the job turned out to be an important 
negative factor. Two departments with a lot of shifting 
had the lowest general scores. This is because workers do 
not have the opportunity to work long enough at one 
job to develop highest skills and therefore highest pay. 
The consultants and management together are now work- 
ing out methods to reduce this shifting. Careful super- 
vision, aptitude testing, and planned production schedules 
may take care of the problem, or it may be necessary to 
put workers in those departments on a straight hourly 
time basis to develop the highest morale. 

Candy makers were 100 per cent behind the incentive 
pay system, but 40 per cent felt, “I have to work too 
hard.” A probable reason for this is that work stations 
at Fannie May are set up so that no candy maker stands 
idle waiting for things to cook. Careful explanation of the 
relationship between high pay and continuous work 
should iron out this particular difficulty. 

Although the employee committee system was highly 
regarded generally, the night shift scored this the highest. 
Ninety-three per cent said, “I like the employee commit- 
tee system.” This may be because in many plants, com- 
munication between workers and management tends to 
fall down in the night shift. The comittee system at Fannie 
May gives night workers as much consideration as those 
on the day shift. ; 

Likewise of general interest is what Fannie May 
workers say they like best about their jobs, as stated in 
the ranking at the end of the article. The finding that 
security and supervision rank first is in line with studies 
in comparable industries, SJ&H psychologists say. 
Security 
. Supervision 
. Hours 
Type of work 
Pay 
. Benefits 
Co-workers 
Advancement 
. Working conditions. 
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PMCA hears Gott 
On present emergency 


HILLIP P. GOTT, president of the national Confec- 

tioners’ Association, looked for frozen prices and 
wages along with rationing and other emergency meas- 
ures “if the intensity of the hot war increases.” 

Mr. Gott was speaking on war possibilities and current 
developments at the 39th annual meeting and convention 
of the Pennsylvania Manufacturing Confectioners’ As- 
sociation at Galen Hall, Wernersville, Penna., held June 
28-30. 

“There is ample current opinion that if the intensity 
of the hot war increases, prices and wages will be frozen, 
rationing imposed, stop orders issued, taxes increased, 
credit checked, and consideration be given to standardiza- 
tion of products and adoption of single wartime models.” 

Mr. Gott went on to refer to the extensive contributions 
of the confectionery industry during World War II when 
confectionery items were incorporated in every ration 
and when 50 percent of all candy bars were set aside for 
the government. 


Government Purchases to Jump 


“It has been estimated,” he continued, “that in case of 
prolonged war, government purchases will jump from 
43 billion to 107 billion dollars annually, and that civilian 
consumption will probably drop 30 billion, which will 
represent a drop in living standards.” 

Getting to peaceful subjects, Mr. Gott referred to legis- 
lative matters including the recent action of Congress on 
fats and oils legislation. Another subject treated was hear- 
ing by the Tariff Commission on the importation of tree 
nuts. And lastly he spoke on the proposed International 
Sugar Agreement and the proposed further reduction of 
candy duties. 

He referred to recent developments in connection with 
Trade Practice Conference Rules issued by the FTC for 
the candy and chocolate industries, the cease and desist 
order issued to the Automatic Canteen Co. of America, 
hearings by the Small Business Committees, and the im- 
portance of state legislative measures before the 1951 
sessions in 42 states. 

The development of favorable attitudes to the industry 
and its products, and the irreparable harm possible to the 
industry as a result of adverse attitude to confectionery 
was also discussed by the speaker. 


Napolitan Elected President 


Elected as president for the coming year was Anthony 
J. Napolitan. First vice president elected was Marc J. 
Heidelberger of the Heidelberger Confectionery Co. Also 
elected were: second vice president, David Sykes, Planta- 
tion Chocolate Co.; third vice president, Charles S. Grube, 
Wilbur-Suchard Chocolate Co.; treasurer, R. F. Keppel, 
Keppel’s, Inc.; and secretary, Harry H. Rohrer. 

The executive committee for the coming year: Philip 
Wunderle, C. T. Clark, F. Milton Demerath, C. R. Kroekel, 
John Henry, Col. C. L. Supplee, and Robert H. Reese. 

An engraved sterling silver platter was presented by the 
association to John M. Krno of Corn Products Co. in 
recognition of his assistance as speaker and member of 
various panels at the production conferences held at Le- 
high University. 


page 27 














The Production Forum of the Nati 1 Confecti s' A iati 

convention held in June answered 54 questions on production 
techniques with 13 candy experts on the panel. Pictured above 
are: Charles Carilli, Edgar P. Lewis & Sons, Inc.; Gordon R. 
Maybee, Fry-Cadbury, Ltd.; Justin Alikonis, Paul F. Beich Co.; 
Walter L. Richmond, Garrett Candy Co.: G. Lloyd Latten, Schut- 


ter Candy Division, Universal Maich Corp.: W. Tresper Clarke, 

Rockwood & Co., chairman of the Production Forum; James A. 

King, Nulomoline Division, American Molasses Co., forum moder- 

ator; Walter E. Gibbo, Walter's Candies; Oscar Stout, Ross & 

Rowe, Inc.; Andrew H. Tehel, Korday Candies, Inc.; Morris 

Cushman, Overland Candy Co., Division of Leaf Brands, Inc.; 
and Frank R. DeRoeck, James O. Welch Co. 


NCA production forum discusses 
calcium carbonate, starch, and chocolate 


A° a part of THE MANUFACTURING CONFECTION- 

ER’s policy of presenting its readers with the latest 
in candy technology, excerpts from the recent NCA con- 
vention Production Forum which show some of the 
latest trends of technical thinking in the industry are pre- 
sented here. 


Calcium Carbonate 


Question. “Has pure food calcium carbonate been tried 
as a casting medium in place of starch? How does it be- 
have for cream centers of low-moisture pieces? Have any 
experiments been made in its use for marshmallow or 
higher-moisture content confections?” 

Answer. LATTEN: Yes, it has. It works very well if you 
are casting hard centers of low-moisture content, such as 
butter creams or crystallized creams in which there is a 
low-moisture content. However, it does not work well for 
casting candies with high-moisture content, such as marsh- 
mallows or jellies, where you depend on the starch to 
absorb part of the moisture for proper setting. The centers 





will form a very thick crust which cannot be removed. 
This is due to the fact that calcium carbonate will not 
absorb moisture. In holding the moisture into the starch, 
it forms a crust and does pick up starch. 

Question. “What experiments have been conducted on 
the use of pure food calcium carbonate in the making of 
hard candy, and what has been its merits, if any?” 
Answer. LATTEN: The use of calcium carbonate in 
grained mints seemed to work out very well by adding 
21% per cent on the slab after the batch was allowed to 
cool, then pulling it in it formed smooth grain which was 
satisfactory. From a nutritional angle, this should be an 
advantage. However, the addition of calcium carbonate to 
any clear candy would make it cloudy and therefore be 
objectionable. 

Question. “I think while we are talking about calcium 
carbonate it should be explained to us just what it is 
and how it acts.” 

Answer. DR. MARTIN: I don’t think it mysterious or 
particularly difficult. It is just that these grades are very 


The Bramley Booth. Pictured are A. L. Miss Jeanne Cole, H. C. Smith, and J. C. Mrs. Don McCulloch is pictured standing 
Stern, A. Simon, L. Dumont, and B. M. Petrea are pictured in the Wright Ma- next to a machine laboratory model in 


Halpern. The machine pictured is the five chinery Co. booth with the “Hy-tra-Lec.” 


roll refiner, H. M. S. 
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the Harry L. Friend Booth. 
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|’ THE April and May issues, The MANUFACTUR- 
ING CONFECTIONER published Report No. 18 and 
19 on “Progress in Candy Research” as prepared 
by the NCA research committee and the Depart- 
ment of Agriculture. In line with this policy of 
keeping its readers up to date on the latest in re- 
search, The MANUFACTURING CONFECTIONER pre- 
sents further information on the use of Calcium 
carbonate was treated in these reports. 











fine particle sizes, made by precipitating the carbonate 
to get extremely fine particles, and you have a great 
number of egg-shaped particles, and they produce a tre- 
mendous number of centers of crystallization through- 
out. And when you make the separate fondants that is 
what you are trying to do with sugar, and it is the same 
thing in the process used in sugar manufacture, in crystal- 
lizing sugar in the sugar houses. 

When you make the fondant, you try to get enough 
very small crystals to put in your batch to make a great 
many centers of crystallization. These are down to 4 mic- 
rons, that is 1/100,000 of an inch, in diameter, so you 
can see how many millions of centers of crystallization 
there are in your whole batch. 

MODERATOR KING: Now, there are different sizes, 
fine, medium, and what they call heavy; it that right? 

DR. MARTIN: Yes, there are five grades, extremely 
fine, what some companies call superlight, up to extra 
heavy—about five or six different grades, and those 
grades are merely different particle sizes. 

Question. “With reference to crystallization of this type, 
the usual method is to place the material in a warm, damp 
room; is that necessary?” 

MODERATOR KING: For mints, in adding the cal- 
cium carbonate to a full batch, it would be necessary to 
put them in a warm room, say 110°. What do you think, 
Mr. Latten? 

LATTEN: I would think so. I have not made any tests 
on that, myself, but by the addition of calcium carbonate 
you are drying up the batch and unless you did put it in 
you would add humidity. 

MODERATOR KING: In other words, you are using 
about 2 or 2% per cent dry calcium carbonate. 

FROM THE FLOOR: How much moisture does that 
contain? 

LATTEN: The moisture content is very low; less than 
1 per cent. 

DR. MARTIN: The calcium carbonate is practically 
dry. Regarding the question the gentleman asked on his 
grained mints, you would put it in the hot room, but in- 
stead of taking a long time it would be pretty well grained 
in about an hour. 

Question. “Has pure food calcium carbonate been used 
in creaming of fudge and what effects does it have as 
compared with the use fondant for this purpose? When 
is the best time to add this material and to what percent- 
age of the finished product? 

Answer. LATTEN: Yes, it has been on an experimental 
basis. Some very extensive tests have been made using 
calcium carbonate for graining fudge instead of fondant. 
In using calcium carbonate, the formula was adjusted; 
that is, by adding the same amount of sugar and sirup to 
the cooking batch that was in the pounds of fondant used. 

After the batch was cooked, it was allowed to cool a 
few minutes. Then 2 per cent of calcium carbonate (fine 
grade) by weight of the total batch was added and mixed 
well. The addition of the calcium carbonate caused the 


for August, 1950 


piece to have a very smooth grain, which was equal to the 
regular batch. It was found that the cook of the batch 
with the calcium carbonate added had to be dropped 6° 
in order to have the same firmness as the regular piece. 
Question. “Do you say you add the same amount of sugar 
and sirup that would be used in the fondant?” 

Answer. LATTEN: If there was 100 pounds of fondant 
used in the batch originally, which was made up with the 
80 and 20, you would take that 80 and 20 and add it to 
the batch that you cook, and then add calcium carbonate 
after you took it off the fire and put it on the steam. 
Question. “On a 2-per-cent basis, | believe?” 

Answer. LATTEN: To the total weight of the batch. After 
three months of making checks on this fudge of the regu- 
lar kind and the kind with the calcium carbonate added, 
putting it through different tests in the laboratory, it was 
found that the batch made with the calcium carbonate 
was of the same quality and the same smoothness as the 
original batch made up with the fondant. This eliminates 
a lot of labor in making a lot of fudge. If you have to 
make a lot of fondant, you eliminate that labor. 
Question. “In your tests over three months, your shelf 
life wasn’t affected one way or the other?” 

Answer. LATTEN: No. And they made several tests by 
cooking the batches at a lower degree before they found 
that in order to have the same piece they had to drop the 
cook 6°. Of course that is beneficial, because you have a 
higher moisture content, which helps. 

Question. “Who gives these people the right to use cal- 
cium carbonate?” 

Answer. LATTEN: | probably should have added that 
that is one reason that the NCA has not recommended it. 
We cannot recommend it until we get some kind of ruling 
on it. One thing some officials are afraid of is that because 
it is cheap, manufacturers might want to use it as a sub- 
stitute, which you shouldn't do, of course. 

DR. MARTIN: I might add one thing to your remarks, 
Mr. Latten. Of course we have no opinion yet, so we really 
can’t say; but it should be pointed out that the graining 
material we are testing is going into a lot of food prod- 
ucts: it is being used. Now, definitions and standards for 
those products may not be the same as candy, but we 
hope when the ruling comes out it will be favorable and 
fair. 


Pressure Cooking of Starch 


Question. “What do the gentlemen think about pressure 
cooking of starch?” 

Answer. KING: The average starch will contain about 50 
per cent water and 50 per cent solid, and when the jellies 
are cooked and dried, you want to have about, say, 17, 
18, or maybe a maximum of 20 per cent of water at the 
time they cast the starch. So what you would like to see 
is a batch cooked under pressure in a closed vessel with 
just enough water to start with, so after you give it ten 
minutes under pressure without evaporation of moisture, 
the starch will be all right. 

FROM THE FLOOR: Mr. King, we are doing it every 
day. We just cook it in the pressure cooker, just like the 
women do it. 

MODERATOR KING: About how long do you give it 
in the cooker? 

FROM THE FLOOR: Twenty or twenty-two minutes, 
at a little more than 10 pounds pressure. 

QUESTION: How much water? 

FROM THE FLOOR: You start so you have 25 per 
cent, about half as much water as you would add to the 
total batch. 

QUESTION: How large is your batch? 

FROM THE FLOOR: Sixteen hundred pounds. 
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MODERATOR KING: It wouldn’t make any difference 


what the size was. 


Chocolate in Liquid Form 


Question. “What precautions, if any, should be observed 
in receiving coating chocolate in liquid form?” 

Answer. DeROECK: It has been demonstrated that it is 
entirely possible to receive chocolate coating from the 
refinery in liquid form. Some of the advantages are, of 
course, obvious. The refinery does not have to mold the 
chocolate in cakes, nor does it have to package it for 
shipment, thereby permitting a price reduction to the 
user. From the user’s end, he does not have to truck the 
bags into his building and unpack and melt the cakes. 

It is a sanitary point here to mention that in chocolate 
in the form of bags or cartons there will be foreign sub- 
stances, dirt, dust, or almost anything, and unless particu- 
lar care is exercised when opening up these bags and 
removing the cakes, sometimes these Bee substances 
will drop into the melt. When using fluid chocolate, of 
course, you eliminate that possibility. 

The tank truck could be owned either by the refinery or 
the candy manufacturer, or rented by either. The variety 
of chocolate used and the permissible amount of mixing 
of one type with another has to be considered. Adequate 
storage tanks must be used at the candy plant to permit 
easy unloading of the truck. 

There is a point at which it doesn’t become practical, 
but where there are large quantities of fluid-type chocolate 
used it is quite practical. 

Although it is desirable to be near a refinery, chocolate 
in liquid form has been successfully handled and trans- 
ported over a distance of several hundred miles. 

In some cases, it is entirely possible to devise methods 
of heating. With regard to tank trucks, not only must the 
tank be insulated to keep the temperature from dropping 
too low, but the pump and connecting lines must also be 
provided with heat. A heat exchanger using the exhaust 
from the motor may be used. Also, the radiator coolant 
may be utilized for this purpose. 

One other point: The tank should be mounted on the 
truck so as to give natural drainage. That is entirely obvi- 
ous. But in any case drainage will not be complete, so 
you must provide so that the chocolate will not build up 
and thereby reduce the amount of chocolate in successive 
loads. 

When the truck is not in use, arrangements must be 
made to keep the tank warm to prevent solidification of 
the undrained chocolate. Also, the pump and lines must 
be kept from freezing up when the truck is not in use. 
This can be accomplished by providing heat service from 
the storage building where the truck is going to be 
pumped out and where it is kept when not in use. 

One plan in use that is rather simple is to have the 
suction line from the pump connection to a hose, which is 
pump not mounted on the truck at all; that is, to mount 
the pump in the factory or the storage area, and have a 
then installed in the manhole of the truck, and in that 
way you don’t have the problem of the pump freezing. 

One means of keeping the tank body warm is to provide 
a continuols stream of hot air passing through the body 
when the truck is not in use. 

CLARKE: Obviously, this problem requires quite a bit 
of cooperation between the consumer of the chocolate and 
the manufacturer of the chocolate. It is necessary for both 
the manufacturer and the user of the chocolate to make 
arrangements for delivering it and for receiving it. It 
would require large storage tanks. 

I might mention that the refrigeration for molding and 
the wrapper on the cake are a relatively minor part of the 
cost of the ten-pound cake of chocolate. 
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Depending upon the distance from the manufacturing 
plant, you would have to consider how many deliveries a 
truck may make in a day, and even if you limit that dis- 
tance to approximately 25 to 50 miles, here in the metro- 
politan area it may require as much as 6 hours to make 
one delivery; that is, from the fill-up of the tank to the 
return of that tank truck back to the manufacturer to be 
refilled and start out on another trip. It takes, therefore, 
one,truck probably to handle only two deliveries per day. 
A great deal depends upon the capacity of the truck and 
its ability to pump it up the three or four or five flights 
in some tall candy plants. 

Then you must also consider the plant that is using 
the chocolate. There may be two plants that are going to 
receive deliveries that day and you cannot allow as much 
time, as a matter of fact, you can’t allow any time, for 
cleaning out that tank to put in a new type of chocolate, so 
you will have to have two customers taking the same kind 
of chocolate. 

A great many of those problems are recognized, and 
it will make a great deal of, let us say, mutual campata- 
bility between the manufacturers and users of chocolate. 
I think Mr. DeRoeck has brought up a very interesting 
subject and one we will hear more about in the very near 
future. 

Question. “In the delivery of this chocolate, that to my 
mind should be kept at a temperature above the setting 
point of the chocolate, and the same thing would apply 
in the receiving end of it. Would any slow agitation in 
the receiving tank be necessary?” 

Answer. DeROECK: I think it would definitely be neces- 
sary to have slow agitation in the receiving tank. 

CLARKE: I think that is very necessary. Of course. 
that is a matter that is left entirely up to the consumer of 
the chocolate. Never having had that experience, | would 
prejudge that it would be necessary to have mixing. 
Mixing is always necessary for chocolate. 


Caramels 


Question. “Why are there times when our standard cara- 
mels grain off a few days after they are made?” 
Answer. RICHMOND: Well, if your caramels contain 
slightly more or slightly less than 50 per cent sugar in 
relation to corn sugar or invert sugar, they will grain 
off. Have all flavor and so forth gradually added to the 
batch as soon as the steam is shut off. As soon as they 
are incorporated in the batch, stop the mixture immedi- 
ately. I have seen candy makers asked to continue to stir 
for no reason. Too much agitation in spreading the batch 
on the slab can also start a grain. Cooking small batches 
in large kettles might be another cause. If at times it 
becomes necessary to cook small batches in a large kettle. 
they must contain a larger percentage of noncrystalline 
sugar to offset the first action caused by cooking below 
the steam level. 


@ Candy Sales nationwide were 14 per cent higher 
in volume during May 1950 than they were a year 
ago, according to a release from the U. S. Depart- 
ment of Commerce. Bar sales were up 12 per cent, 
candy box purchases 7 per cent, bulk candy sales 
26 per cent, and other types of confection 21 per 
cent. 


@ The Production and Marketing Administration 
of the Department of Agriculture announced in 
June the price support program for 1950 crop pea- 
nuts. It provides for support at 90 per cent of parity 
as of August 1, 1950, for farmers’ stock peanuts 
produced on allotted acres in 1950. It also provides 
the method of handling peanuts produced on excess 
acreage in accordance with recent legislation. 
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THIS SECTION APPEARS MONTHLY IN THE MANUFACTURING CONFECTIONER 


On the left are folding boy packaging for Rosemarie de Paris 

candies which took top honors at the recent folding box show. 

Center is Alan Berni & Associates treatment of the Gregor line. 

And at the right is Berni’s wrapping of the Cella chocolate cov- 

ered cherries designed for appeal to both self-service chains 
and exclusive shops and department stores. 





design frends in competitive packaging 


S ALWAYS, functional and efficient packaging is 
the dominant trend in the confectionery field today, 
but with the advance of “impulse” buying in the super 
market and drug store outlets and the increasing im- 
portation of foreign confections, designers of the coun- 
try are gearing themselves to this problem in packaging. 
A recent survey by E. I. Dupont de Nemours & Co., 
Inc., entitled “Stop, Look, and Buy,” shows that 66.6 per 
cent of food sales were decided at the point of sale after 
leaving the store. This figure is an average for all foods. 
Confectionery itself had a much higher percentage of 
store decisions with 85.4 per cent of the total sales being 
on impulse. 

Realizing that super markets and super drug stores 
present the same problems in merchandising, firms have 
been attempting to design packages that have the eye 
appeal to help make the decisions in their clients favor. 

An example of this functional packaging design was 
a box done for Cella chocolate covered cherries. The 
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problem in this case was to design a package with enough 
eye appeal to sell the product in the super market yet 
have enough dignity for the exclusive shop or department 
store patron. ‘this design was done by Alan Berni & 
Associates of New York. 


The Berni Formula 


The Cella product represents point one of a four point 
formula for Berni’s. The second point in the formula is 
that the senses must be stimulated by the design. In 
explaining this point, the firm says that from childhood 
on we all had mental and emotional associations with 
candy. 

Point three in the program is that the composition 
created must be applicable to standard stock materials of 
various sizes and ab 

This makes for ease of assembly, filling, and storing. 
If the design does this, production costs are reduced to 
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Make your own 
CARTONS 








USES INEXPENSIVE DIE-CUT BLANKS 


Carton blanks, erected and sealed at high speed by the Palmer Continuous Motion 
e Carton Former, make astonishing savings over the cost of buying set-up cartons. 
... Savings on material costs alone often pay for the machine in a matter of 
PANS Cn reee pert h tons are set up by hand or f db tional 
nd even where cartons are set u and or forme a conventiona 
IN A MATTER OF machine, the Palmer makes sbaaiates dictates : ail 
MONTHS So no matter what method you are using, it will pay you to check on the Palmer. 
Due to advanced engineering design, the Palmer operates on the principle of 
continuous motion—which results in greater speed (up to 102 per minute) and 
smoother, uninterrupted production. Blanks are fed in lots of 500 to 1000 at a 
time; the machine does not have to be stopped to insert a new supply. It can be 
adjusted for a different size more easily than any other machine of its kind. And 
it can be adapted to a wide variety of carton styles. 


Write for literature giving full information 


Continuwoua Motion 
CARTON FORMER 


PACKAGE MACHINERY COMPANY: PALMER DIVISION 
Springfield, Massachusetts 


NEW YORK CHICAGO BOSTON CLEVELAND ATLANTA 
DALLAS DENVER LOS ANGELES SAN FRANCISCO 
SEATTLE TORONTO MEXICO, D.F. 


PACKAGE MACHINERY COMPANY 
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a minimum and a luxurious air can be achieved at a 
budget price. 

The final point of the formula is that social prestige 
ambitions must be realized by the purchaser. Inexpen- 
sive as well as high-priced lines must display fine taste 
and quality. 

To combat the increasing influx of Swiss, Dutch, 
Israeli, and Czechoslovakia confections, Alan Berni & As- 
sociates have been “combining the elegance of an im- 
ported look with good old U.S.A. functionalism.” The 
design firm believes that formality should be combined 
with informality—a spend thrift look with functional 
practicality. The attempt is to produce the exotic without 
sacrificing freshness in appeal. It is an attempt to out- 
strip European glamour then add American ingenuity. 

This design firm, when treating with an entire line, 
often includes at least one tin in every manufacturer’s 
stock. Alan Berni says, “Never underestimate the power 
of a packages re-use value. The ideal candy pack 
will do its institutional advertising long after the sweets 
are gone if your box doubles as a household accessory.” 

The Gregor account was a case where a tin was used 
for institutionalization. The Berni organization designed 
the entire line of boxes for the company, but the star of 
the lot was the functional tin. 


Low Price Line Used 


One of the less expensive candies of the manufacturer 
was chosen for this tin—the Gregor Hazelnut Tartlettes. 
This lower price item was chosen Sannets it was a volume 
seller 2nd had entry into more homes than anything else 
in the Gregor line. 

The tin was created through the use of proportion 
and color. Since the tartlettes were sold in two quantities, 
bottoms with different depths were used to allow for one 
or two layers. Circumferences of both were kept equal 
so as to take the same sized lid. The covers were done 
in light or dark brown to denote milk or bitter choco- 
late. The top’s border and descriptive copy were done 
in either pink or pistachio with bottoms to match. 


The firm of Martial and Scull of New York has been 


The before and after approach is given in this picture. At the left 
is the traditional manner of bottling. At the right, the Berni or- 
ganization have devised a paper collar to be slipped over the 
neck in ore easy operation. Cost increase is negligible: eye and 


prestige appeal are i bly greater. 
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This package for Charms hard candies received an honorable 
mention award in the 1950 competition of the Folding Paper Box 
Association. The Container Corp. of America produced the box. 


another functional designer for candy packaging. They 
recently designed a new line of cartons, unique even in 
the versatile folding box field. This group of boxes 
packages the Rosemarie de Paris line and holds first place 
in the confections classification judged at the recent Na- 
tional Folding Paper Box Association convention in 
Chicago. 


Also winning a notice from the judges at the same 
convention was the novelty display package for Charms 
hard candies. The carton showed a castle scene and was 
produced by the Container Corp. of America. It re- 
ceived honorable mention at the show. 


The American Shredded Paper Co. 
of Somerville Mass. has brought 
out a line of shredded cellophane 
in red, green, blue, and clear for 
Christmas packaging. Pictured is 
the 10 cent retail package popular 
in confectionery stores. The grass 
is available in commercial pack- 
aging quantities. It is resilient. un- 
effected by moisture and sparkling 
in color. 


@ Hoffman-La Roche, Inc., Vitamin Division, an- 
nounced recently a 25 per cent reduction in the basic 
price of synthetic vitamin A to manufacturers. The 
company attributes the price.drop to the growing 
preference for synthetic vitamin A and the increase 
in production thereby. 


@ The Wire Belt Co. of America announced the 
appointment of Ted Merckens of Hollywood, Calif., 
as Western representative. Mr. Merckens will han- 
dle Flat Flex wire belting and drive rolls for con- 
fectioners thruout the Rocky Mountain and Pacific 
Coast areas. 


@ Loft Candy Shops has leased store space on the 
Hempstead Turnpike in Levittown, L. I, N. Y. 
The space is now under construction and is sched- 
uled for completion about Feb. 1, 1951. 


page 33 





Candy Packaging Clinic 


analysis of new packaging on the market 


* 


CODE PK11B49 
Miniature Assortment 


Description of Package: White, rec- 
tangular, full telescope, two-layer. 
Purchased in a Chicago chain drug 
store at 69 cents a pound. 

Size and Shape: Rectangular: 8” x 5” x 


Boxboard covered with 
white calendered paper. Cellophane. 
Design: Name of firm and candy cen- 
tered on main panel in brown. 
Printed orange and gold ribbon runs 
diagonally across ends. Ingredients 
and other data printed in brown to 
left of center of main panel. 

Class of Trade: Drug, department, and 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Glassine liner and arc 
dividers. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: A very attractive and clean 
appearing box. This is a particularly 
pleasant design that avoids the 
usually “weak” presentation of many 
candies of this type. 


CODE PK5H50 
Chocolate Novelty Pieces 


Description of Package: A blue and 
brown folding carton with locking 
ends, this package was purchased in 
a Chicago railway station candy 
stand. Weight: 1% oz. Price: 5 
cents. 

Size and Shape: Rectangular: 3%” x 
2” x 34”. 

Materials: Chipboard. 

Design: Picture of candy pieces is 
printed in brown on left of package 
and covers top, bottom, two sides, 
and end. Name of firm in red and 
white logotype appears on blue back- 
ground at right, right end, two sides, 
and bottom. Name of candy and 
other data in white reverse on blue. 

Colors: Red, white on blue. Brown. 

Typography: Very good. 

Originality: Good. 

Class of Trade: Drug, department, 
candy store. 

Appearance of Box on Opening: Good. 
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Box Findings: Waxed glassine liner. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: A pleasing combination of 
colors distinguishes this package. 
Good reproduction of contents, which 
appears on package, adds to sales 
interest and display value. 


CODE PKSI50 
Chocolate Almond Nougat Bar 


Description of Package: Folding car- 
ton, of full telescope, two-layer type 
is used for 24 of these bars. Wrapper 
of bar is transparent cellophane with 
name and other data printed on two 
sides and top. Sent in for analysis 
as PK5-4. Weight of bar: 1% oz. 
Price: 5 cents. 

Size and Shape: 334" x14" x 7%”. 

Materials: Cellophane. Base board. 
Display box of chipboard. 

Design: Display box: Name of candy 
in large letters runs across center of 
top panel. Woman diver is shown at 
right of name. Additional data at 
top center. Wavy, yellow border. 
Similar motif on sides. Wrapper: 
Name of candy in wavy lines appears 
on top and two sides. Ends are 
printed in yellow. 

Colors: Green, yellow, white, and red. 

Typography: Very good. 

Originality: Good. 

Class of Trade. Drug, department, 
candy store. 

Appearance of Box on Opening: Good. 

Sales Appeal: Very good for bar. See 
remarks for box. 

Display Value: Very good for bar. 
See remarks for box. 

Remarks: Transparent wrapper for 
bar and good color selection for 
printing enhance appearance. Sug- 
gest use of deeper yellow fer print- 
ing on display box, as most of this 
is lost because of poor legibility. 


CODE PKS5J50 
Pecan Nougat Summer Bar 
Description of Package: Display box 
of 24 bars is similar to that de- 
scribed in Code PK5I50 excepting 
printing is in two shades of blue 


* 


rather than in green and yellow. As 
other box, this one is also 8 in. 
square. Wrapper for bar is similar 
to that described in Code PK5150, 
but is printed in blue. Weight: 1% 
oz. Price: 5 cents. Sent in for analy- 
sis as PKS-5. 

Size and Shape: Display box is 8” 
square x 2” high. Bar is rectangular: 
3%" x 1%" x KH". 

Materials: Box is chipboard. Wrapper 
is transparent cellophane. Baseboard. 

Design: Same as that for Code 
PKSI50, excepting printing is in 
two shades of blue. 

Colors: Blue. 

Typography: Very good. 

Originality: Good. 

Class of Trade: Drug, department, 
candy store. 

Appearance of Box on Opening: Very 
good. 

Box Findings: Layerboard. 

Sales Appeal: Very good. 

Display Value: Very good. 

Remarks: Pleasant hues used on both 
bar wrapper and on display carton 
give attractive, clean appearance and 
easy legibility to both package and 
bar wrapper. Invitingly “cool” ap- 
pearance is also a commendable 
characteristic of both wrapper and 
box. 


CODE PK5K50 
Chocolate Covered Fondant Bar 


Description of Package: Display car- 
ton of 24 bars is folding, setup carton 
with hinged, full telescope top and 
is of two-layer type. Circular bar 
is on square base board and is 
wrapped in printed glassine. Price: 
5 cents. Weight: 1% oz. Sent in 
for analysis as PK5-6. 

Size and Shape: Display carton is 
83%" x 77%" x 2%". Bar is mounted on 
baseboard about 2%” square. 

Materials: Display carton is chipboard. 
Glassine wrapper. Baseboard. 

Design: Display carton: A _ snow- 
capped mountain scene serves as 
background for name of bar and of 
firm on top panel. Picture of bar 
appears on sides along with identi- 
fying data. Printing is in blue. Bar 
wrapper also features mountain scene. 
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Mains CANDIES NOW PACKAGED 
in Riegels OPAQUE DIAFANE 


Aitter extensive sales tests, Riegel’s Opaque Diafane-coated 
wrapper has been selected for M & M's five-cent package. 

It has exceptional strength, a perfect seal with easy opening, 
and is moisture-proof to insure freshness. The new package 
does not slip and slide, stacks neatly on retail counters. 
Packaging is done on present machinery. 


Charles F. White, V.P. in charge of Sales for M & M Ltd., 
describes the change as “A great new development for the 
candy trade.” 


This successful package is just one example of Riegel’s 
ability to produce functional packaging papers, tailor-made 
for specific requirements. We believe we can offer you a 
paper that will do as well for you. Just tell us your needs. 


RIEGEL PAPER CORPORATION 
342 Madison Avenue, New York 17, N. Y. 
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Give your Candy or other 
Confection “Buy Appeal” 





CODE DATING 
CANDY BARS 


Automatic—Any Speed 

5 to 10 Built-in Digits 
Permits quality control and 
proper stock identification 


KIWI CODERS corp. 


3804 N. Clerk St., Chicego 13, I! 


WERTHY 


RIBBONS gt) 


ee 2 2 ee 


Specialists 
in 
Tying Ribbons 
Setin and Novelty 
Effects 


"Where Quolity 
td 
Costs No Mere" 








with “Eye Appeal” 


ANDY packaging lends itself to the use of attractive, color- 
ful, reuseable lithographed cans more than any other 
commodity. Heekin artists, Heekin lithographers and Heekin 
color experts work closely with manufacturers who pack their 
products in Heekin Lithographed Cans. Perhaps we can be of 


service to you. 


Name of firm is across top of moun- 
tain scene in blue. Other data in 
white reverse on blue. Silver stripes 
on sides separate blue printed names 
of bar. 

Colors: Blue, silver, white. 

Typography: Good. 

Originality: Good. 

Class of Trade: Drug, department, 
candy store. 

Appearance of Box on Opening: Good. 

Box Findings: Layer board. 

Sales Appeal: Very good. 

Display Value: Very good. 

Remarks: An interesting, well accom- 
plished tie-in between the shape of 
the bar and the name is achieved. 


CODE PK5L50 
Chocolate Covered Raisins 


Description of Package: Brown and 
pastel pink display carton is setup 
type with hinged top and flaps. 
Cover is die cut to permit folding 
out of portion for extra display 
Folding individual cartons have tuck- 
in ends, a diecut cellophane window. 
Weight: 1% oz. Price: 5 cents. Sent 
in for analysis as PK5-7,. 

Size and Shape: Display carton is 814” 
x 738" x 14%". Individual carton is 
4” x14" x %". 

Materials: Both display carton and 
individual cartons are of chipboard. 
Cellophane window. 

Design: Display carton: Name of candy 
in white outlined brown letters is 





centered in diagonal parallelogram 
on main panel. Price is shown in 
large brown lettering to left. Name 
of firm appears below. Sides are 
deep brown with name. of candy in 
white and pink reverse. Side on 
which top is hinged is imprinted 
with brown list of firm’s products 
on white. Individual carton: Name 
of candy in brown on pink. Diago- 
nal die cut window is trimmed in 
white. Sides and ends are deep brown, 
with identifying data in pink and 
white reverse. 

Typography: Very good. 

Colors: Pink, white, brown. 

Originality: Good. 

Class of Trade: Drug, department, 
candy store. 


Appearance of Box on Opening: Very 
good. 

Box Findings: None. 

Sales Appeal: Very good. 

Display Value: Very good. 

Remarks: Diecut extension on cover 
offers exceptional display value to 
this 24-pack carton. Pastel pink 
and chocolate brown colors afford 
pleasant, eye-catching combination. 
Both display carton and individual 
cartons are also noteworthy for the 
simplicity and sharpness of design. 





USE M. C. CLASSIFIED ADVER- 
TISING to Sell or Buy Used 
Equipment. 
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It’s best answered with the question... 
why not? The candy is quality to begin with. 
The package looks more attractive than its neighbor ... and it 
has that “well groomed” appearance typical of neat 
wrapping and sealing. A lot of candy is sold just this way... 
on impulse. Be sure you're getting your share of these sales. 
Write now for literature and details on how Lynch 
WRAP-O-MATICS will package your product neatly, more 

quickly, give it that “quality look” for better point-of-sale merchandising. 


> 
WRAP-O-MATIC CORPORATION MORPAC GLASS FORMING 


PAR AIR MORPAC 
REFRIGERATION CANDY & COOKIE PAPER PACKAGING BUTTER & OLEO 
COMPRESSORS ==" ComPRESSORS WRAPPING PACKAGING MACHINE DIVISION MACHINES CARTONING RAS 


MACHINES TOLEDO, CHIO MACHINES 
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Dutch Chocolate Shops 
Achieve Success 

thru 

novel Holland motil 


imagination, quality 
ring bell with customers 


DEPRESSION-HIT shoe retailer learned the hard 
way that just having a quality product to sell is not 
success insurance for any business. 

And so 21 years ago Walter H. Scott, a man with 
imagination, switched from shoes to candy and brought 
with him some unique ideas to appeal to the fancy, 
as well as the appetites, of potential customers. 

The founder of Dutch Chocolate Shops Inc., had asked 
himself at the outset of his new enterprise, who knows if 
I have anything good to offer if I am not able to get any 
one inside my shops to buy the first time? 

Mr. Scott had decided that the answer to this one is to 
lure the customers in the first time and make sure they 
come back ever after because they liked what they pur- 
chased. 

Obviously, his thinking has proved correct, for he has 
built up from small beginnings one of the largest manu- 
facturing and retailing candy combinations in Central 
Ohio. And in doing it he has brought a bit of Holland and 
a touch of fairyland to the people of Columbus, Ohio. 


Operates Six Shops 

Aside from other interests, he now operates six candy 
shops, which thru their unusual facades, attract the atten- 
tion of the passerby. 

His newest such shop was opened in time for the 
“Sweetest Day” celebration, October 16, last year. At the 
gateway to Ohio State University’s campus and on the 
site of his first candy kitchen two decades ago, is the 
replica of a typical Dutch shop—the original located near 
the Mint Tower in Amsterdam, Holland. 

Mr. Scott, who has never seen the original shop, found 
its picture.in a magazine, liked its picturesqueness and 
clean appeal, and ordered his contractor, Mark D. Fein- 
koff, to duplicate it. 

The exterior of the unique shop is red brick with trim 
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Pay 


The Fairy Bock Cottage here is actually a 30-foot trailer with a 
picturesque plywood facade. It is one of W. H. Scott's six Dutch 
Chocolate shops in Columbus, Ohio. 


in Dutch picture tiles. The interior is finished in typical 
Dutch styling. Adjoining the candy shop and the Dutch 
Tavern, (a restaurant also owned and operated by Mr. 
Scott) are the Dutch Chocolate studio offices, a white 
building also Dutch in design. 

All six shops use the Dutch theme in decorations em- 
ploying full wall-size mirrors to create the illusion of 
larger interiors. Spotless white and blue color schemes, 
plus a Holland note in the wall paper, carry out the 
Dutch motif. 


The interior of the new shop is even more Dutch than 
the rest. Centered in the left wall is an old-fashioned 
hearth flanked by rugged wooden benches and compli- 
mented by bright copper utensils. The hand-painted plat- 
ters along the wall also attract much attention. 


Tourist Business Large 


Although the majority of the old Dutch shop’s regular 
patrons is made up of students and faculty members, 
many visiters to Ohio State are attracted by the place 
where they can send friends or family a pound or two 
of candy from the “quaint, little shop near the campus.” 

Tourists make up most of the trade of the Dutch Choco- 
late Cottage situated on Route 40 into Columbus. 

For this one, Mr. Scott borrowed the Hansel and Gretel 
theme from the childhood. This unusual shop is a 30- 
foot, modern trailer for which Ben Blinn, a local sign 
man, designed a wiggly, fairybook cottage facade and 
added white picket fences and a charming garden. 

The sales talk for Dutch Chocolates begins 80 miles 
from town and leads the hungry traveler to the cottage. 
Signs posted along the roadside advise it is only “umpteen” 
miles to Fairy Book cottage and come mouth-watering 
Dutch Chocolate treat. 

During the summer months, the cottage from the land 
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MANUFACTURERS AND DESIGNERS OF METAL CONTAINERS 
SINCE 1912 


450 N. LEAVITT ST., CHICAGO 12, ILLINOIS 








... ale demanding that their orders be 
protected with Desiccite #25°—to prevent 
moisture damage and protect factory fresh- 
ness, “dryness,” gloss, and full flavor. Desiccite 
#25 eliminates losses and increases turnover. 


Candy Manufacturers cre waiting 
for you to tell them to pack 
your orders with 


Desicct#? 









Get the facts— Write your nearest 
Desiccite distributor: L. H. Butcher Co., 
Los. Angeles, San Francisco, Portland, 

Seattle, and Salt Lake City; Eaton Chem- 

ical & Dyestuff Co., 1490 Franklin 
| Street, Detroit; Thompson-Hayward 
Chemical Co., Main Office in Kansas 
City, Mo., and branch offices throughout 
principal cities in central and south- 
western states. 


Dry Pack with 


DESICCITE 
#25 


Manufactured by 
FILTROL CORPORATION General Offices: 727 W. 7th 
St., Los Angeles 17, California * Plants: Vernon, California; 


Jackson, Mississippi. 
*T.M. REG. U.S. PAT. OFF. 
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This is a typical interior of the Dutch Chocolate Shops. Dominat- 
ing colors are blue and white with the Holland motif everywhere. 


of magic and make-believe is a subject of many tourists’ 
snapshots. Especially popular is the colorful lollipop gar- 
den where 30 huge masonite lollipops wrapped in crystal- 
clear plastic (it looks like cellophane) seemingly grown 
out of the ground. A sign here tells the observer, “This 
lollipop garden is tended by Hansel and Gretel.” 

The volume of business at the cottage at vacation-time 
bears up Mr. Scott’s opinion that those who will stop to 
look will buy. 

It was the age-old struggle between manufacturers and 
the retailer which finally resulted in Mr. Scott’s switch 
from shoes to candy 21 years ago. 

As the scott end of a shoe corporation which operated 
more than 40 shoe retail stores, Mr. Scott had been 
pinched between manufacturers’ established prices and 
the competitors’ prices. When the economic collapse 
occured in 1929, the firm went under. 


Decided on Candy Business 


“I finally decided upon the candy business because 
| it is one industry where I can process my raw product 
into a finished one myself and sell it without anyone estab- 
lishing my prices for me,” the former shoe man recalled. 
“T can ask a fair price for my retail product, and yet by 
taking a smaller profit on both production and retail ends, 
the combined profits give me an honest return for my 
money.” 

After six months of trial and error in the establishment 
of his candy business, Mrs. Scott’s Dutch Chocolates 
finally came into being in the huge red-brick house across 
from the campus. 

After a miserable experience with high rentals for two 
candy stores which he had opened up in Cincinnati and 
Columbus, Mr. Scott found ways to cut his overhead 
considerably. Keeping two rooms for living quarters, he 
rented the rest of his second and third floor to students. 
He set up his equipment, purchased from Mably and 








Te MANUFACTURING CONFECTIONER salutes the 
Dutch Chocolate Shops and their owner, Walter 
H. Scott, for their progressive ideas in merchan- 
dising. We bring this story to our readers of how 
novelty, cleanliness. and quality have paid off as 
a part of our regular monthly feature, “The Manu- 
facturing Retailer.” 
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Carew in Cincinnati, on the first floor where his candy 
maker set to work on formulae. Eventually, the house’s 
reception room became a small shop. 

en his own kitchens began to produce satisfactory 
candies, Mr. Scott, who had been stocking his Cincinnati 
and Columbus stores with purchased merchandise, now 
made regular deliveries to the two shops. 

In choosing a name for the candies and the shops, Mr. 
Scott was hampered neither by the desire nor the egotism 
to see his own name over the doors. “I tried that in the 
shoe business,” he recalled, “and it got me absolutely no- 
where at all.” 

A popular trend at the time was to name a product 
for a woman, but the man who knows how to appeal to 
the public’s appetite did not believe that this type of name 
could lend itself to a good merchandising theme thruout 
a number of years. 

“T finally fell upon the Dutch theme,” he explained “not 
only because the Dutch people were the first to extract 
butter from the cocoa bean, but because the Hollanders 
themselves have no enemies and are a people who are 
known for cleanliness of living and uniqueness of dress. 
I knew we could do a lot with those facts.” 

The happy Dutch boy and girl have been made known 
to Columbusites who read street car placards, billboards, 
newspaper ads, or who just walk by one of Mr. Scott’s 
unusual shops. 

The kitchens, where once four persons adequately 
handled the manufacturing end of the candy business, 
now houses 28 employees. Twenty-two other persons 
clerk in his retail outlets. 


Ferris Wheel Packing 
Recently, Mr. Scott installed a new packing table con- 


structed on the principle of the ferris wheel. Shelves | 


holding bulk candy boxes are situated where seats ordi- 
narily would be. As the wheel makes a complete revolu- 
tion, the candy is selected for the assorted one and two 
pound boxes. Two girls can now pack 1000 pounds a day. 

In his kitchens are the expensive and what he calls the 
“natural” foods from which his candy is made. His the- 
ories on diet make it easy to resist salesmen who have a 
substitute ingredient for sale. 

“God gives us the faculties to taste and the desire to eat 
and he gives us the foods in abundance to satisfy these 
faculties, and I cannot see how substitutes can match 
them.” 

And thus it is that Mr. Scott who lures his customers 
in by giving them “atmosphere” makes them steady custo- 
mers by giving them good candy. 


AACT sets Lehigh date 


HE FIFTH annual Production conference of the 

American Association of Candy Technologists will 
be held next year at Lehigh University, April 26-27, 
1951, according to an announcement by Hans Dresel, 
chairman of the conference committee. 

The highlight planned for the conference will be a 
discussion on “The Re-use of Trimmings.” Four import- 
ant manufacturers will discuss this important question. 

Cletus Gallagher, California Fruit Growers’ Exchange, 
Ontario, Calif., will discuss pectins, and Fred Greer, 
J. W. Greer Co., Cambridge, Mass., will discuss new de- 
velopments in enrobing technique. 

Hans Dresel, as chairman of the conference, announced 
that he would appreciate any suggestions on the confer- 
ence for the coming year. He may be reached at 15 Lom- 


bard St., Philadelphia, Penna. 
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SWEETONE WAVEE PARCHMENT is the 


most economical grease proof box pad 





sold today. It is ideal when used as a 
safeguard against breakage for candy. 


Write “Voday for a new folder con- 


taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 


turing confectioners including: 


Shredded Papers Chocolate Dividers 
Waxed Papers Boat & Tray Rolls 
Globular Parchment Layer Boards 
Embossed Papers Die Cut Liners 


Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
St. Louis, Chicago, Dallas, New Orleans and Los Angeles 


















page 41 














What's \EW 
in candy p ACK AGING 


The products described help keep you up-to-date 
on new confectionery equipment, materials of all 
types. The items below are coded for your con- 
venience. For any further information, write to 
THE MANUFACTURING CONFECTIONER, 9 S. Clinton 
St., Chicago 6, Ill. Use the handy coupon below. 





A new corrugated carton 
has been designed in which 
each section has a unique re- 
cessed bottom to form a pallet 
when on top of the carton 
mate. A lid covers the top 
unit. The cartons aro shipped 
knocked down. The manufac- 
turer fills the carton with 
fancy containers 24 to a car- 
ton, palletizes the carton and 
secures them without gluing 
the tops. Code P8A5S. 





New Paper Label 


A new paper label designed to seal instantaneously to 
all types of cellophane, cellulose acetate, glassine, and 
paper. The label is treated to retain adhesive qualities to 
temperatures down to —70 degrees Fahrenheit. Applica- 
tion can be made at temperature ranges from 275 degrees 
to 450 degrees depending on operating speed, paper 
stock, and type of container. Code P8B50 


Pictured is a new container 
pouch to replace the standard 
tin, It cuts wastage to a min- 
imum whereby soda fountain 
operators cut off the corner 
of the package and twist and 
squeeze until the contents are 
completely out. Code P8C50. 





What's new in Packaging 
New Corrugated Carton 

A new self-locking corrugated carton has been de- 
veloped with no seam at the bottom. This is reported to 
give the carton greater strength and allows it to take 


little space when knocked down. Code P8650. 
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Pictured is a new method 
of tying cartons for shipping. 
The coils of tying wire come 
in 25 pound cartons to make 
a wire dispenser for the ship- 
ping room. The wire feeds 
smoothly without tangling and 
the coil remains flat. The 
carton is fitted with a wrought 
iron rod to hold the carton at 
a convenient 45 degree angle. 
Code P8DS50. 





Sample Display Box 


A material meeting the specifications that offer max- 
imum optical clarity and maximum rigidity in a trans- 
parent, air-tight, dust-tight container, is used in the con- 
struction of new salesman’s sample display boxes. These 
cases offer the opportunity to take advantage of the eye 


appeal of the product itself. Code P2H50. 


A new salesman’s case has 
been recently designed. The 
product to be displayed is 
sealed between transparent 
and black sections of durable 
acrylic plastic. The samples 
rest in grooves made of plexi- 
glas. A flexible vinyl strip 
hinges the two halves of the 
unit. The case measures 10 
inches by 1042 inches by two 
inches. Code P8E5S0. 





Different Enclosure Card Line 


There are 90 different designs offered in this line. The 
cards are die-cut from quality stock and printed in three 
colors, one color engraved. Code P11K49. 


A new packaging for the 
five cent size candy made of 
opaque diafane-coated wrap- 
per, Wrapper is reported to 
have great strength, to be 
moisture proof, and well- 
sealed. Surface cohesion of 
wrapper is reported to aid in 
pecking. Code P8F50. 





Circle Code Numbers and Mail Coupon for Literature 

on Any Item Discussed in This Section to The 

Manufacturing Confectioner, 9 S. Clinton St., Chicago 
6, Illinois 


P8A50 P8B50 P8C50 P8D50 
P8E50 P8F50 P8G50 P2H50 
PIIK49 
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consumer analysis 


i 


A CONSUMER Analysis of the St. Paul, Minnesota area 
was recently released by the St. Paul Dispatch- 
Pioneer Press and showed that 80.2 per cent of the people 
in the area purchase candy bars and 68.6 per cent pur- 
chase box candy. 

The fourth of these annual reports covered the St. Paul 
ABC city zone which represents a total population of 
420,000. This is approximately 120,000 families. 

The method of taking the survey was by printed ques- 
tionaire. Families were selected at random within rela- 
tively homogeneous areas. The questionaire was filled 
out at home and returned to the survey office where it 
was checked by trained interviewers. 

Three thousand families were reached during the sur- 
vey representing 2.5 per cent of the total population of 
the area. This represented 45.6 per cent return on the 
number of questionaires given out. 

Those saying they bought candy bars represented 80.2 
per cent of those interviewed. This percentage would rep- 
resent 96,240 people if the results persisted thruout the 
area. Those who said they did not buy candy bars were 
19.8 per cent of those questioned. This would be 23,760 
people. 

When questioned on whether they bought box candy, 
68.6 per cent indicated they did. This would represent 
82,320. The “no’s” represented 31.4 per cent or 37,680 


people. 
Bar Preference 


Candy bars in order of precedence to the consumer 
were: Hershey 75.4 per cent; Mars 32.1 per cent; Mounds 
19.4 per cent; Milky way 18.3 per cent; O Henry 9.7 per 
cent; Walnut Hill 8 per cent; Baby Ruth 7.6 per cent; 
Nut Goodies 7.6 per cent; Snickers 5.4 per cent; Brach’s 
4.6 per cent; Butterfinger 3.6 per cent; Almond Joy 3.3 
per cent; 7 Up 2.1 per cent; Clark 2 per cent; Heath 1.6 
per cent; Nestle 1.4 per cent; Old Nick 1.2 per cent. 

Those who didn’t know amounted to 2.8 per cent of 
the inquiries while those brands that amounted to less 
than 1 per cent each of the total preferences amounted to 
a total of 10.4 per cent. 

In order of preference the box candies bought were: 
Fanny Farmer 54.1 per cent; Garrott’s 21.1 per cent; 
Brach 9.7 per cent; Wood’s 4.6 per cent; Mer Sha 3 per 
cent; Goggin’s 1.9 per cent; Miss Morris 1.8 per cent; 
Regina 1.6 per cent; Johnston’s 1.5 per cent. 

Those who didn’t know were 1.2 per cent, and the mis- 
cellaneous brands represented 6.6 per cent. 


In the interest of better 
packaging. the Hinde & 
Dauch Paper Co. has just 
published an illustrated book- 
let entitled, “Packaging Engi- 
needing.” The book has a 
user-slant with a detail study 
of the technical aspects of 
corrugated box design and 
construction. 
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ALL SIZES, ALL SHAPES OF Bag. ro 


PACKING 
SPECIALTIES 


Bags and packages to fit your 
exact specifications. For individ- 
ual candies and bulk packaging 
of year ‘round and holiday spe- 
cialties. Free design and con- 
sulting service. Printed with a 
handsome special design or. de- 
livered plain. Write today for 
sample kit and name of your 
nearest jobber. 


for 


Makers of Candy Bags 
Since 1693 


Address: Dept. 4 at either Main St., 
Kensing on, Conn. or 


4711 Foster Ave., Chicago 3), Ill. 


Ky 
IDEAL imxcurwes 


FAST-EFFICIENT-RELIABLE 


THE AMERICAN PAPER GOOoDs CO. 





WRAPPING 
MACHINES 














ANDY manofac- 

turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they provide the 
economies of fast 
handling along with 
dependable, wninter- 
rupted operation. In 
use the world over, 
IDEAL Machines are 
building a service record 
that stands unmatched and 
unchallenged! Our unquali- 
fied guarantee is your pro- 
tecti Two dels svail- 
able: SENIOR MODEL 
wraps 160 pieces per min- 
ute; the new High Speed 
Special Model wraps 325 
te 425 pieces ver minute. 
Investigation will prove 
these i: are a pt a 
te your most exacting re- 
quirements. 








WRITE FOR COMPLETE 
SPECIFICATIONS AND PRICES 


IDEAL WRAPPING MACHINE CO. 


MIDDLETOWN, N. Y. U.S.A. 


EST. 1906 
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LETTERS to 
MC editors 


Increase Production 


Will you please help us with a 
problem we have? 

We make a ten cent chocolate bar. 
It is made of roasted spanish peanuts 
and milk chocolate. We make it by 
hand in an aluminum mould. This 
is a slow method and we would like 
to speed up our output. 

Is there any machine which would 
turn out a bar like the one described? 
W ould a caramel center make a better 
bar? We would appreciate any help 
you can give us. 








—Alabama 

REPLY: We believe you could use a 
depositor in making your peanut and 
chocolate bar. However, we would 
suggest that you confirm this by talk- 
ing or writing to any one of several 
machinery companies. The use of 
such a machine depends on the cast- 
ing of your product. We believe it 
could be cast onto wax paper. Tem- 
perature control might be critical 
though we think that milk chocolate 
would stand up reasonably well under 
usual conditions. 

We assume the bar you mentioned 
is a mixture of roasted peanuts in 
milk chocolate. An enrober might be 
used if you had one, but we can think 
of no machine any cheaper than a 
hand depositor by which your output 
would be greatly increased. 

A caramel center possibly would 
make a better bar—at least, a differ- 
ent one. Both types are popular. 
Why not continue for a time on the 
one you are making and try a few 
of the caramel center type to see 
which the trade prefers. We assume 
your costs would increase if you 
make a caramel center bar. 





Chocolate Processing 


We wish to subscribe to your publi- 
cations concerning the chocolate in- 
dustry and will be glad to receive in- 
formation regarding annual fees and 
prices of booklets that may give us 
ideas for the making of various choc- 
olate products for the trade. 

We are now making only sweet 
cooking and baking chocolate but are 
interested in making chocolate syr- 
ups, chocolate ice cream coating, and 
perhaps some chocolate confections. 
As we are not familiar with these 
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items, we must have information re- 
garding the equipment necessary to 
make the mixture formulae for mak- 
ing at least various qualities of each 
product. 

At present, we are using imported 
cocoa liquor from the Dominican Re- 
public. We understand, however, that 
for certain products, Dominican 
Cocoa is not the best recommended. 
Will you be kind enough as to give 
us your advice accordingly? 


—Puerto Rico 

REPLY: For making chocolate syrup, 
the minimum requirement would be a 
blending mixture or tank for the final 
processing of the syrup, some filling 
equipment—hand or mechanical, 
some means of pasteurizing, and 
some labeling equipment—hand or 
mechanical. 

For making chocolate ice cream 
coating, the minimum equipment 
would be a mixer with possibly some 
heat control, though this heat con- 
trol (a water jacket) might not be 
necessary. 

For experimental batches, we be- 
lieve you could use a kitchen-type 
mixer. No doubt you will wish to 
make experimental batches before em- 
barking on large scale production. 

It is true that Dominican cocoa is 
not considered the best. Although 
you can get the higher types of co- 
coas, are you sure that these are what 
you need? The cost may be impor- 
tant. 


May we suggest that you continue 
using your present type of cocoa, and 
when you get your finished product, 
send it to an ethical flavor company 
and request that it be improved in 
flavor. The addition of an minute 
amount of the proper flavor will give 
you a better and more distinctive 
product that you can make even when 
using the higher grades of cocoa. 

We believe the majority of choco- 
late syrups contain added flavor es- 
pecially vanillin which are then la- 
belled “Artificial Flavor Added.” 


We know you have a good source 
of sugar but what about the quality 
of water? What kind of containers 
are you planning to fill—tin or glass? 
Processing (pasteurization) tempera- 
tures and time can be obtained from 
the container manufacturer. We be- 
lieve it- will be necessary for you to 
process the product if canned or bot- 
tled. 


Regarding the chocolate candy you 
mentioned, we would advise great 
care and study before entering into 
this field unless you have a market 
for a plain or nut chocolate bar. The 
manufacture of chocolate candy is 
fraught with difficulties unless you 
have an air-conditioned plant in your 
country. 


Peppermint Patties 
Could you possibly furnish us with 
a recipe for peppermint patties? We 
do not turn out large quantities at 
a time, and we are interested in a 
recipe that will yield about 25 pounds 
of candy or less. Appreciate any in- 
terest taken in the matter. 
—Virginia 
REPLY: Our technical director sug- 
gested the following: 
25 lbs. granulated sugar 
6 lbs. water 
1 lb. invert sugar 


Heat to 242-245 degrees F. Then 
mix 14 oz. gelatin in 4 oz. hot water. 
Add gelatin mixture and stir slowly 
into batch. Pour onto cold slab light- 
ly moistened with cold water. Let 
cool to 95 degrees F. Beat until 
plastic and hold one hour to mellow. 
This is stock fondant. 


To use, remelt in double boiler, 
add one tsp. convertit per 20 lbs. of 
fondant. Then color and flavor. At 
145-150 degrees F. it can be cast into 
rubber moulds or onto wax paper. 
When set, turn out of moulds or over 
on paper to let bottom dry before 
packing. You can use peppermint or 
any flavor or color desired. If you 
don’t want to use invert sugar, try 
honey and omit the convertit. 





Cream Centers 


How could I keep my cream cen- 
ters soft for an indefinite time? I| 
use 

5 Ibs. sugar 
2 cups of water 
114 cups of glucose 


I boil these to 238 degrees F., but 
the creams after two weeks start to 
get tough. I would also like to learn 
to make summer candy. I have a 
very good business but would like to 
make candy all year. 


—Pennsylvania 


REPLY: Would you please try the fol- 
lowing, and let us have your com- 
ments? These two suggestions may 
help. 
I 
5 lbs. sugar 
6 cups of water 
34 cups glucose (light corn syrup) 
Cook to 238 degrees F., pour, cool 
to 95 degrees, beat, store to age. 
II 
5 Ibs. sugar 
2 cups water 
114 cups strained honey 
Cook carefully to 242 degrees F., 


pour, let cool to 100-110 degrees F. 
Beat, store, or remelt if in a hurry. 
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premium sales 


Rapidly becoming the measure of 
competition on the market is the 
increase in number and value of pre- 
miums offered for sale stimuli. 

In any discussion of the validity of 
using premiums to secure consumer 
acceptance of new products or to in- 
crease the sales of old ones, the price 
of the article becomes of great note 
particularly in ascertaining the value 
of the premiums to be offered. 

In an analysis printed by the Peter 
Hilton advertising agency, it is point- 
ed out that lower priced, rapid turn- 
over articles seem the best type of 
products for the use of premium 
sales. This would eliminate Cadillac 
cars, wooden legs, and harpsichords, 
but it certainly leaves the field wide 
open for the confectioner since his 
product has all the requirements list- 
ed for the use of premiums. 

In the confectionery industry, the 
price is low, the turn over rapid, and 
the competition keen. There is also 
a great attempt at institutionalizing 
brand names and forming consumer 
habits for the brand name. 

The confectionery industry also is 
a great introducer of new products 
and is faced with the problem of 
getting consumer trial of it. 

One of the outstanding successes 


noted in the Hilton article, in the suc- 
cess of premium sales is that of Ma- 
son, Au & Magenheimer. 


New Products Promoted 


The company wished to introduce 
a new bar called Howdy Doody. They 
took time on NBC television over 13 
stations. The younger set in the audi- 
ence were offered humming lariats 
for two wrappers from the bars. 

In the 26 weeks following, 80,000 
lariats were given away. 

The aftermath of the announce- 
ment was this: on the first day, dis- 
tribution was spotty, but within three 
months, dealers were calling for the 
offer to be continued since they had 
stocked up in anticipation of the 
award. They even asked that a dis- 
play of the award be handed to them. 

The main question with premiums 
seems to be just how much value can 
be given. 

There is no known formula to de- 
termine this. If one existed it would 
have to take into consideration just 
how much of the business stimulated 
by the prefhium could be maintained 
when the offer was withdrawn. ‘lhis 
of course, would depend a great deal 
on the quality of the product. 

Then the amount of business over 
a given period of time that could be 
expected from each customer would 
have to be figured. this brings io 






mind that the rapacity of kids for 
premiums might cause them to vary 
their candy habits with the premiums 
being offered. In other words, as 
soon as they had the premium, they 
would jump to another candy com- 
pany that was offering a premium in 
some other form. 
































Premium Value Up 

But regardless of the pros and cons 
of the premium question, the fact that 
top cash considerations have jumped 
from two dollars to $12.50 value in a 
single year (Printer’s Ink, May 12, 
1950) shows that the advertisers must 
be getting results. This can also be 
shown by saying that the amount of 
company’s offering premiums has 
more than doubled since 1948. 

The buyer’s market has really set 
in. 
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BOATS 


19-21 HEYWARD STREET 
BROOKLYN 11, N.Y. 
Telephone: TRiangle 5-4033 








For Better Packaging! 


PARTITIONS =|, 


That Give Perfect Protection 


LAYER BOARDS 
NECKS || 
CHOCOLATE DIVIDERS 
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DETECTO~- SCALES -inc. 


MAKERS OF FINE SCALES SINCE 


548C PARK AVE. + 
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be 3 You Whe are Kesponsible for I; 
Paying Machinery, Sngredients aid P ackaging 


DO YOU KNOW ALL THE SOURCES? 


Are you familiar with new machines and equipment that have come 
out this past year? 


Are you acquainted with the sources of supplies for new raw materials 
and ingredients? 


Are you up to date on new packing and packaging techniques and 
supplies? wl 


tru 


Lad NEW EDITION Will Contain: hs 


. 170 page directory of machinery, ingredients and packaging supplies and ' 





suppliers, giving complete buying information for all supplies needed in the rs 
candy plant, completely revised and brought up to date. a 
flo. 

2. The top technical talks given the past year at conventions, conferences, and ” 
meetings over the country. dit 

up 

3. A complete text of the Food, Drug, and Cosmetic Act as it applies to 
the candy field. of 
rig 


tur 


4. List of Helpful literature put out by the supply field and available roe 
upon request. Le 


5. Regular features of The MANUFACTURING CONFECTIONER. 





i . NOTE: Your copy of THE PURCHASING EXECUTIVES’ 
— Sept 10th ISSUE is part of your current subscription to MC. 
e 1950 Number Price $3.00 per year—U. S. and Canada. 











For Complete Buying Information 
For All Candy Plant Supplies Consult: 








The Purchasing Executives’ Number | . 
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labor, space costs 





cut by efficient 
sugar handling 


Lewis & Sons effect saving 


DGAR P. LEWIS & SONS, candy manufacturers of 

Malden, Mass.. have effected a tremendous saving 
in both space and labor costs recently by adopting a 
more modern method of handling sugar in their plant. 

Formerly, sugar was delivered to the company by 
truck in 100 pound bags. From the loading platform, 
manual labor was needed to pile the bags of sugar on to 
hand trucks before they were transported to storage bins. 

There the bags were stacked until needed. 

When the sugar was needed for manufacture, the 
bags were again loaded on hand trucks and hauled to the 
desired location. The bags were then ripped open, and 
the sugar was dumped into a mill hopper on the fourth 
floor. 

The removal and disposition of the bags required ad- 
ditional labor. The entire process was costly and took 
up valuable plant space. 

Realizing the need for further efficiency in the handling 
of this commodity, the company called on the J. C. Cor- 
rigan Co., Inc., of Dorchester, Mass., engineers, manufac- 
turers, and erectors of conveying machinery. This com- 
pany designed the present system used by Edgar P. 
Lewis & Sons. 






View of storage bin made up of a series of hoppers with fly 
gates under each leg. Capacity of bin is approximately 100,000 
pounds of granulated sugar. Each gate is hand operated by a 
lever connection to quadrant. This gives selectivity of delivery of 
sugar from any hopper to take away spirals. 





Process elevator to loading spiral for storage bin over mill. 


Loading Rate Increased 

The stainless steel trucks of the Revere Sugar Refinery 
now deliver bulk sugar to the confectioner at the rate 
of 28 tons an hour. 

The trucks dump the sugar being delivered into a hop- 
per on the outside of the building which is fitted with a 
feeder spiral conveyor. The feeder spiral conveyor con- 
tinues on inside of the building where it connects with 
a bucket elevator. This carries the sugar through loading 
spirals to the storage bin. This storage bin has a capacity 
of 100,000 pounds of sugar. 

The bin is made up of a series of hoppers with gates 
which gives a selectivity during delivery of the sugar 


Close up view showing shute attached to rotary discharge gate 
on the rear end of the truck. 
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Chocolate and 
Candy Bon Bon 


COATINGS 


and PURE 
EXTRACTS 


| Write for Samples 





Schematic drawing of system installed at the Lewis Candy Co.. 
Malden, Mass. 


from any hopper to the reclaim spirals. These reclaim 
spirals convey the sugar to the process elevator. 

The elevator, in turn, conveys the sugar from the stor- 
age bin through the loading spiral to the sugar hopper 
and connects with the mill hopper on the fourth floor. 


Saving Effected 


This entire process has led to a complete reversal of 
the ills of the old system. First of all, there is a sub- 
stantial reduction in labor costs by elimination of hand- 
handling of the sugar during all phases of the process. 

Also, facilities have been opened up for increased 
storage without increasing the size of the building. And 
the storage system brought about by the conveyor sys- 
tem now provides more space in the plant for other ac- 
tivities of the company. 


Sales Managers Handbook, Sixth Edition 


John Cammeron Aspley, 1,149 pages, 1950, $10.00. 

This is the sixth edition of Dartnell Corporation’s hand- 
book for sales managers which is a compendium of facts 
both instructive and useful for the man in that position 
in any business. 

Almost every phase of business is discussed here with 
an emphasis placed on the sales manager’s position. Mr. 
Aspley attributes almost every important phase of busi- 
ness to the sales manager. 

But Mr. Aspley makes a good case for the importance 
of the sales manager and has compiled an invaluable 
text for the man in that position to refer to. 

The bulk of the book is devoted to all phases of han- 


dling salesmen which is, of course, the job most often 


| attributed to the sales manager. Mr. Aspley prefaces his 
| information by pointing out the changes in selling from 
the immediate post war years to the present pointing out 


that competitive selling is more and more making its 


| appearance. 


One interesting section of the book is the listing in or- 
der of importance the function of sales managership. The 
remarks are attributed to Harry Simmons, management 
consultant, and might be subject to dispute, especially 
when foreign sales are put so far down the ladder of 


| importance. 


THE WARFI 


ELD COMPANY 


W ERMAK R A H | ) 16, ILLINOIS 


“Ta the heart of the Candy Tudustry 


\ 





Copies of the book may be gotten from The Dartnell 
Corporation of Chicago. 


@ Sydney J. Smith has been named vice president 
and director of all Canadian sales and marketing 
activities for Fry-Cadbury, Ltd., Montreal, manu- 
facturers of cocoa and chocolate products. 
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‘/ with Swifts Fluff-Dried Nand, 
lis tiny particles need no soaking eee dissohe like 





No clumps. Only choice, spring-laid eggs Bare used. 


| Convenient, protected / 7 in sate-lined fibre drums. 
| Qanits Wroddiasd 


Order trom your Switt Salesman ELwEE 


or nearest Stitt Branch yun DRIED 














“When your for- 
mula” includes 
corn syrup! 


> LS | ee For smooth, white 


Y sccy ype, = mye ee ieee een ae i ee fondant that is uni- 
, formly tender 








Inside view 50” Snow Flake Cream Beater, with baffles, open top and water jacket. 
| The Snow Flake Cream Beater is a ‘MUS ; 


. The Beaters running between diagonal baffle 





imi ; : s Peerless Fondant Coolers: 
| plates assimilate all ingredients, aerating and jo * Rapid Cooker & Cooler for syrups, blends etc. 
; : whitening the Fondant. Peerless Chocolate Kettles 
j wotersh Mallow Be t Sing] d Double Action 
; =I w aters, Sin n ouble Ac 
Years of experzence have proved and verified Duplex Fondant Beater and Cooler, open style for Laboratory 
our claim that the Snow Flake Cream Beater is and retail use 


s * Little Wond Ch 1 Kettles, f Laborat d tail 
engineered to handle fondant with corn syrup ay atogeed eons tpotaasennipethenn 


use 
better and faster, with the desired result at its aA Senter Sucker Machine, operated, for Laboratery and 
maximum. Depositors : 
i * Automatic Depositors and Printers 
Make your next installation a Peerless Syrup The Boardless Automatic Depositor, printer and cleaner, 








without the use of starch trays 


Cooler and Snow Flake Cream Beater. 


JOHN WERNER & SONS, INC. 


713-729 Lake Avenue Retiasies 13, 














for August, 1950 





The MANUFACTURING CONFECTIONER'S 


Candy 
Clinic 











The Candy Clinic is conducted by one of the most experi- 
enced superintendents in the candy industry. Some samples 
represent a bona-fide purchase in the retail market. Other 
samples have been submitted by manufacturers desiring this 
impartial criticism of their candies, thus availing them- 
selves of this valuable service to our subscribers. Any one 
of these samples may be yours. This series of frank criti- 
cisms on well-known branded candies, tegether with the 
practical "prescriptions" of our clinical expert, are exclu- 
sive features of The MANUFACTURING CONFECTIONER. 


Summer Candies and Packages 


Marshmallow Peanuts 


ANALYSIS: Purchased in a Chicago 
drug store at 1 lb. for 29 cents. Ap- 
pearance and size of package are fair. 
The container is a plain cellulose bag, 
paper clip at the top, and printed in 
red, ‘white, and blue. The peanuts’ 
color and molding are good. The 
texture is tough, and the taste is fair. 

REMARKS: Suggest formula be 
checked as peanuts are too dry and 


tough. Flavor is too strong. Code 
8A50. 


Rose Bud Mints 


ANALYSIS: Purchased in a Colorado 
Springs, Colo. department store at 
8 ozs. for 50 cents. The appearance 
of the package is good. The box is a 
one-layer type with a green paper 
top and the name embossed in gold. 
It has a cellulose wrapper. The ap- 
pearance on opening is good. The 
color texture, crystal, and flavor of 
the mints are good. The molding is 
excellent. 

REMARKS: The best box of this 
type we have examined this year. 
Slightly high-priced at 59 cents for 
a half pound. Code 8B50. 





Sugar Hearts & Darts 


ANALYSIS: Purchased at a Chicago 
drug store at 1 lb. for 29 cents. The 
appearance and size of the package 
are good. The container is a cellulose 
bag printed in red and white. The 
colors, finish, texture, and molding 
of the candy are good. 

REMARKS: One of the best samples 
of this type of candy we have ex- 


amined this year. Code 8C50. 
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Assorted Mints 


ANALYSIS: Purchased at a Chicago 
drug store at 1 lb. for 39 cents. The 
appearance of the package is good. 
The container is a cellulose bag 
printed in green and blue. The colors 
and texture of the mints are good. 
The flavor is fair. 


REMARKS: Mints lack a_ good 
strong mint flavor. This type of con- 
fection is not good eating unless the 
flavors are strong. Code 8D50. 


Assorted Jelly Drops 


ANALYSIS: Purchased at a San 
Francisco drug store at 1 lb. for 39 
cents. The appearance of the package 
is fair. The container is a folding box 
with a cellulose window. It is printed 
in pink and blue. The drops have 
good colors and sanding. The flavors 
are fair. 

REMARKS: Drops are not jelly. 
They are starch gums. Poor flavors. 
Suggest a better grade of flavors be 
used. Code 8E50. 





Candy Clinic Schedule 
For The Year 


The monthly schedule of the CANDY CLINIC is listed below. 
When submitting items, send duplicate samples six weeks 
previous to the month scheduled. 


JANUARY—Holiday Packages: Hard Candies 
FEBRUARY—Chewy Candies: Caramels; Brittles 
MARCH—One-Pound Boxes Assorted Chocolates up to $1.00. 
APRIL—$1.00 and up Chocolates; Solid Chocolate Bars 
MAY—Easter Candies and Packages: Moulded Goods 


JUNE—Marshmallows; Fudge 


JULY—Gums:; Jellies: Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER—All Bar Goods; 5c Numbers 
OCTOBER—Salted Nuts; 10c-15c-25¢ Packages 
NOVEMBER—Cordial Cherries: Panned Goods; Ic Pieces 


DECEMBER—Best Packages and Items of Each Type Con- 
sidered During Year: Special Packages, New Packages 
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A Prortt-Payinc INVESTMENT... 
THE SAVAGE CONTINUOUS CANDY CUTTER 


(Brach Patent) 










Floor Space, x =~ ee wa a Le r THE FIRST 


Shoring COST IS THE 
1,250 Ibs. LAST COST 


No additional chains to make 
different shapes--changes from 
one style to another instantly. 


Without any adjustment or change the Savage 
Continuous Candy Cutter will cut any Pillow 
shaped goods, Chips, Straws or Waffles— 
either hard or soft centers—and cuts any 
width or thickness from the thinnest straws 
to % inch, and from % to 1% inches in length. 


1. BABY KISSES—any small piece %-inch 
. long and up to %-inch wide—are cut on 
this series of knives. 


2. PILLOWS, CHIPS, STRAWS—%-inch 
long and %& to 1% inches wide—are cut 
by this set of knives. 


3. STRAWS, CHIPS, PILLOWS—1% 
inches long and %& to 1% inches wide— 
are cut on this series of knives. 


4. WAFFLES—%-inch long and up to %- 
inch in width—are cut and stamped with 
this series of knives. 


5. THE GUIDE—illustrated separately to 
the left, has two peculiarly shaped knurls 
which may be so turned and separated as 
to regulate the batch to any width from 


THE GUIDE — the only 
part of the entire ma- < $4 to 134 inches as desired. Adjustments 





chine that is changed. are made by simple thumb screws. An 
experienced operator can feed the ma- 


chine without using the guide. 











High Speed--No Delays-- Perfect Cutting--No Waste-- 
Increased Output Reduces Cost 
(Also sold without conveyor) Since 1855 


SAVAGE BROS. CO. 


Over 93 Years Manufacturing Quality Food Equipment 
2638 GLADYS AVE. CHICAGO 172, ILL. 
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Peanut Bar 


ANALYSIS: Purchased in a San 
Francisco department store at 114 
osz. for five cents. The appearance 
and size of the bar are good. The 
wrapper is of cellulose with a white 
paper seal printed in blue. The color 
of the bar is good. The texture is 
hard and tough. The taste is fair. The 
peanuts are not roasted enough. 

REMARKS: Suggest formula be 
checked. Bar is not a good eating 
bar. Peanuts need a good roast for 
a bar of this type, and candy should 
be tender. Code 8F50. 


Crest 
main 


Harold Crooks, Director 





Analysis of chocolate coatings 
and raw ingredients. 


Microscopic analysis of all con- 
fectionery products for extran- 
eous matter. 


Crest Laborateries 
40-20 Twenty Second St. 
Long Island City 1, N. Y. 

STillwell 4-4091 














STANcase 
EQUIPMcNT 


MODEL 
No. 18 
inside 
Oimmensions 
Length —43\" 
Width — 22%" §& 
Depth — 16” 


S 


STAINLESS STEEL TRUCKS 
FOR FONDANT CREAM &c. 


Write for descriptive literature of 
this, and other models available for 
immediate delivery. 

Manufactured by 
The Standard Casing Co., Inc. 


121 Spring St., New York 12, N.Y. 











Special Analyses 











Home Made Chocolate Fudge 

ANALYSIS: Sent in for analysis as 
No. 4693 at 1 lb. for one dollar. The 
container is a box of the one layer 
type embossed on white glazed paper 
with the printing in blue. There is an 
imprint of candy maker in blue and 
yellow on the top. The color, texture, 
and taste of the fudge is good. 

REMARKS: One of the best samples 
of chocolate fudge we have examined 
for some time. Flavor could be im- 
proved if more chocolate or cocoa 
were used. Very highly priced at one 
dollar a pound. Code 8650. 





Coconut Brittle 


ANALYSIS: Sent in for analysis as 
No. 4692 with no price stated. The 
sample is in bulk. The color is good. 
The texture is too hard. The taste 
is fair. 

REMARKS: The brittle if improved 











to VACUUM 
and RACINE 


MANUFACTURERS OF “SIMPLEX” 


@ Vacuum Hord Candy Cookers Steam 
ond Gos 





@ Vacuum Fondant Cookers and Coolers, 
Steam ond Gos 





@ Steam Jacketed Kettles, Copper or 
Stainless Steel, with or without Agitotors 


@ Cooling Slobs 

@ Botch Rollers 

@ Continvovs Plastic Machines 
MANUFACTURERS OF “RACINE” 

@ Stondord Automatic Sucker Machines 

@ Super-Ouplex Automatic Sucker Machine 

@ The Punch and Die Sucker Machine 

@ Sucker, Cutting and Drop Rolls 


























@ Cream Depositors 








@ Chocolate Depositors for Stors, Kisses, 
jwds, Bits, Bors, etc. 











@ Snow Plow Cream Beaters 





@ Coromel Cutters 






Vacuum Candy Machinery Company 
ond Rocine Confectioners’ Mochinery Co 
45 PaeK tow ww vore ar 
ractoous Geewe, 


48, Hacrinen, Mt, ene 








would sell for 60 cents a pound. 
Suggest as much again coconut be 
used and a drop of good lemon oil 
added to improve the taste. Brittle is 
too thick for good eating. Code 8H50. 





Cream Mints 


ANALYSIS: Sent in for analysis as 
No. 4695 at 8 ozs. with no price 
stated. The appearance of the pack- 
age is good. The container is a round 
tin with a slip cover. It is printed in 
green, white, red, and black. The 
color and texture of the mints are 
good. The flavor is weak. 


REMARKS: Suggest again as much 
mint flavor be used to improve taste. 
The brown particles on the surface 
are “fat marks.” Cut down the amount 
of fat you are using and add one 
ounce of glycerine to ten pounds. 


Code 8J50. 


Foil Wrapped Assorted Chocolates 


ANALYSIS: Sent in for analysis as 
No. 4685 at one pound for a dollar. 
The appearance of the package is 
good. It is of full telescope type, two 
layers, silver embossed paper, name 
in silver, printing in blue squares. 
Cellulose wrapper. The appearance 
of the box on opening is good. Pieces 
wrapped in foil printed in blue. There 
are 34 pieces in the assortment. 


The color and taste of the milk 
chocolate coating is good. The gloss 
is fair and the strings (machine) are 
fair. The centers of cherry cream, 
vanilla creams, coconut creams, and 
peppermint creams are fair. The 
maplenut cream center is dry. The 
orange cream flavor is good but the 
cream is fair. The peppermint cream 
and orange cream is not of good fla- 
vor. 

The assortment is fair. 


REMARKS: Assortment should be 
called assorted chocolate coated 





ols bilaiiclsl-laeehal lame Gels ti-ailelsl-ys 


"Preferred Milk''! 


Ask any baker or confectioner and you 
will find they prefer milk (powdered or con- 
densed) for stability, flavor, texture, color, 
and nutritional value. 





500 Fifth Avenue 


MILK PRODUCTS, Inc. 


New York 18, N. Y. 


PEnnsylvania 6-0829 
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CHOCOLATE 





MAKERS OF FINE CHOCOLATE COATING 


MERCKENS CHOCOLATE COMPANY, Inc. 
506-520 Seventh Street . 


BRANCHES AND WAREHOUSE STOCKS IN 
BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND, SALT LAKE CITY, SEATTLE 


Buffalo 1, New York 




















creams. Price is slightly high for 
present quality. Code 7C50. 





Assorted Chocolates 


ANALYsIs: Sent in for analysis as 
No. 4684 at a dollar a pound. The 
appearance of the box is good. It is 
extension top and bottom, two layer 
type with Mother’s day cellulose 
band. Top of box printed in orchid 
and white. Name in blue. Cellulose 
wrapper. The appearance of the box 
on opening was good. 

There are 19 dark coated pieces, 

11 light coated pieces, and one Jor- 
dan almond. The colors, gloss, 
strings, and taste of the coatings is 
good. 
Of the dark coated pieces the date, 
mint cream, cordial cherry, and ting 
ling centers were good. The yellow 
cream had no flavor and the white 
cream could not be identified in fla- 
vor. 

The centers of the light coated 
pieces that were good were nougat, 
peanut brittle hard candy blossom, 
twin brazils, and almond cluster. The 
vanilla caramel was partly grained 
and the flavor of the dark cream could 
not be identified. The Jordan Al- 
mond was good. 

The assortment was fair. 

REMARKS: Quality of coatings and 
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centers is good. Flavors used need 
checking up. Suggest better grade of 
flavors be used. Assortment contained 
too many creams for a one pound 
box of assorted chocolates. If the 
assortment and flavors are improved, 
this box should go places. Code 7D50. 





premium 
users 


According to the Printer’s Ink sur- 
vey 11 confectionery or kindred com- 
panies gave away premiums during 
the past year. Listed according to 
name, product, and premium, they 
are: 

The Borden Co., Instant Chocolate 
Mix, flashlight key ring for label and 
25 cents; Frank H. Fleer Corp., Bub- 
ble Gum, comic book with every six 
pieces; R. E. Funsten Co., Shelled 
Pecans, automatic nut chopper and 
dispenser for coupon and 25 cents; 
Glidden Co., Durkee’s Coconut, cover- 
im set for box top or label and 50 
cents; M&M, Ltd., M&M candy, auto- 
graphed picture of Joe DiMaggio for 
wrapper or disc and ten cents and a 


club ring and membership card for 
Joe DiMaggio Sports club for wrap- 
per or trademark and 15 cents; Mars, 
Inc., candy bars, cardboard model of 
Howdy Doody for wrapper and ten 
cents and Howdy Doody balloon for 
wrapper and ten cents; Peter Paul, 
Inc., Almond Joy and Mounds, nine 
decorator’s flower prints for three 
wrappers and 25 cents; Philadelphia 
Chewing Gum Corp., Mystic Bubble- 
gum, magic trick in every package; 
Planters Nut & Chocolate Co., peanut 
butter, peanuts or Jumbo Peanut 
Blocks, 32-page paint book for three 
labels from peanut butter, 10 five- 
cent labels empty peanut bags, or ten 
jumbo peanut block wrappers; Shot- 
well Manufacturing Co., Puritan 
Marshmallows, automatic shortening 
measure for coupon and 25 cents; 
Wilbur-Suchard Chocolate Co., purse 
size brush and comb set for coupon 
and 25 cents and stainless steel steak 
knife for coupon and 25 cents. 





Whether you're buying or 
selling, classified ads in The 
MANUFACTURING CON- 
FECTIONER bring quick re- 
sults. Low cost is only 35 
cents a line, 70 cents for 
bold face. 
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COCONUT OILS 
(76° and Hydrogenated) 

COTTONSEED OIL 

PEANUT OIL 


HARD FATS 
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Confectioners’ 
Briets 








Portrayed is Jack Mavrakos 
of the Mavrakos Candy Co.. 
St. Louis, Mo., who was re- 
cently elected second vice 
president of the Associated 
Retail Confectioners. The elec- 
tion was held in June at the 
New York convention of the 
association. 





@ George C. Miller, president of Miller & Hollis, 
Inc., announced recently that there had been two 
more outlets opened in the Haviland Chocolate 
chain. The new stores are located in Boston and 
Malden, Massachusetts. Also in the program of 
expansion has been the enlarging of the Worcester, 
Mass. store and the increasing of authorized agents 
for the product among independent drug stores. 


®@ Norris Candy Co. of Atlanta, Ga., recently an- 
nounced the appointment of Mrs. E. M. Coleman 
as advertising manager of the firm. Mrs. Coleman 
has had a varied experience in managerial and ad- 
vertising posts. At present, she is the treasurer of 
the Southern Industrial Editors Association. 


@ The Chase Candy Co. held a meeting of its Cen- 
tral District sales force under the direction of Wil- 
liam Kelly, district sales manager, at the Robideau 
Hotel, St. Joseph, Mo., July 8 and 9. In addition to 
salesmen, W. A. Yantis, president and director of 
sales, and S. H. Cady, Jr., merchandising manager, 
were on hand. 


®@ Reed Willits of Fort Wayne, Ind., died Monday, 
June 12. Mr. Willits was a representative for the 
Yost Candy Co. of Massillon, Ohio, in the state of 
Indiana. He had been formerly employed in the 
same capacity with Wayne Candies, Inc. 


@ Ray Middleton of Arcadia, Fla., recently pur- 
chased the Henry Lanier Candy Co. of the same 
town. The firm deals with candy and sundry dis- 
tribution. A. P. Hollingsworth, associated with 
Henry Lanier since the founding of the company, 
will remain with the firm as manager. The name 
of the firm will remain the same. 
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W. MELVILLE CRIBBS, presi- 
dent of Melville Confections. 
Inc. announces his company 
will occupy its new plant in 
Melrose Park, Ill., sometime 
in November. Operation is 
scheduled for March 1, 1951. 
The plant will have two floors 
with over 100,000 square feet 
of floor space. The plant is 
being built at a cost of 
$600,000. 


@ Harry S. Stark was elected vice president of 
the Bachman Chocolate Manufacturing Co. recently 
at the annual stockholders’ meeting of the company. 
He replaces I. D. Stehman, a director and vice 
president for the past 33 years, who died June 19, 
this year. 


@ W. A. Yantis, president and director of sales of 
the Chase Candy Co., announced several changes in 
the company’s sales force recently. In New York 
State, Charles W. Howell has replaced Jack Evans, 


Charles Long has been transferred from Arkansas 
to the Indiana territory. Replacing Mr. Long in 


the North and South Dakota territories. 


tory replacing Albert Melching who has resigned 
to go into business for himself. Glenn Baker is now 
the St. Louis representative and replaces Welcome 
Abbott who resigned because of ill health. Mr. 
Baker’s old job is now being handled by Herb 
Strain, formerly in Indiana. 


® Confectionery sales in the East North Central 
region, including Wisconsin, Illinois, Michigan, In- 
diana, and Ohio, continued their downward trend 
for the month of May as the returns for the month 
showed a decline of 1 per cent. May of 1950 showed 


stores from May a year ago. The first five months 
of this year showed a decline of 21 per cent from 
the first five months of 1949. 


@ John Mersy has been named vice president of 
Wood & Selick Novelties, Inc., a new 


ice cream field. Recently, the parent company 
opened a $500,000 plant in New Jersey for coconut 
processing. 


® Bunte Bros. announced that Johnny Kurz, 8, of 
Chicago, his sister Carol, 10, and his mother and 
father, will have an expense-free one-week stay at 
the Lazy “R” 


contest. The contest was run over the “Cactus Jim” 
program on Chicago’s WNBQ. The youngster is a 


ment at the ranch. 
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Arkansas is Clyde Hamilton who formerly covered | 
Frank | 
Mahaney has taken over the Houston, Texas terri- | 


who has resigned to go into the brokerage business. | 


a decline of 6 per cent in retail trade in independent | 


division | 
f created by Wood & Selick, Inc., a firm supplying | 
confectionery firms. The new firm will serve the | 


ranch in Woodland Park, Colo. as | 
the result of the youngster winning their recent | 


polio victim and will receive the full western treat- | 














Hohberger Continuous 


CREAM MACHINE 


CONTINUOUS 





ECONOMICAL 
QUALITY 
CREAM 


PRODUCTION 





Uniform, Smooth, Snowy White, 
Firm Fondant— 


UNSURPASSED IN QUALITY at any rate of 
production up to 2000 Ibs. per hour, with one 
operator. 


Hohberger Manufacturing Co. 


CHICAGO, ILLINOIS 


Representative 


JOHN SHEFFMAN 
152 W. 42ND STREET NEW YORK 18, N. Y. 
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i Model E Automatic 
Hard Candy Machine 


For producing spherical and 
Seamless shape hard candy 


Balls @ Kisses @ Barrels @ Olives 


There are over 100 different shapes. 

For clear or pulled goods. 

For hard candies that are free of fins and 
sharp or abrasive edges. 

It makes hard candies that are smooth and 
easy on the mouth. 

One operator spins directly to the machine. 

Capacity 3,000 to 10,000 pounds. 

Our Model E incorporates all the develop- 
ments of previous experience plus auto- 
matic self-compensating clutch which 
takes care of the variation in batch 
temperature. 





Peerless Fondant Coolers 
Werner Rapid Cooker & Cooler for syrups, blends 
etc. 
Peerless Chocolate Kettles 
Fondant Re-Melters: 
Marsh-Mallow Beaters, Single and Double Action 
a me Fondant Beater and Cooler, open type 
for Laboratory and retail use 
Little Wonder Chocolate Kettles, for Laboratory 
and retail use 
Little Wender Sucker Machine, operated, for 
boratory and Retail use 
Depositors : 
Automatic Depositors and Printers 
The Boardless Automatic Depositor, printer and 
cleaner, without the use of starch trays 











There is no Substitete for E.perience 


John Werner & Sons, Inc. 


713-729 Lake Ave., ROCHESTER 13, N. Y. 

















® Bernard Temte has been appointed plant manager 
of Bunte Bros. Mr. Temte joined the firm in 1949, 
and prior to that time, he was an industrial engi- 
neer with the Quaker Oats Co. 


® Lamont, Corliss & Co. announced recently the 
building of an addition of 80,000 square feet to their 
chocolate plant in Fulton, N. Y. The contract has 
been awarded to John W. Harris Associates, Inc. 
The building will be three stories high and design 
provisions will be made for a future fourth story. 
The building will be of structural steel frame with 
brick and glass block walls. Lighting will be fluo- 
rescent. Ground has already been broken and the 
completion date is set for late fall this year. 


© Among the confectionery and candy machinery 
firms exhibiting in the First International Trade 
Fair in Chicago, August 7-20 are: R. L. Albert & 
Son, Inc., New York, confectionery ; Edward Haas, 
Vienna, Austria, peppermint candies; The Pau! 
Spitz Co., Inc., New York, imported chocolates, 
confectionery, and foodstuffs; Charms Sales Co., 
Asbury Park, N. J., confectionery; Victor Schmidt 
& Sons, Vienna, Austria, candies; Ditta Armando 
Gavazza, Rome, Italy, confectionery and canned 
fruits; Carle & Montanari, Milan, Italy, confection- 
ery machinery; and Cadbury-Fry, Inc., New York, 
candy. 


® Arch Goldenrath opened a candy department 
in the Grant Market, San Francisco, during June to 
handle Ernest Wilson’s candies. The department 
will handle a complete stock of bulk goods, pack- 
aged assortments, and specialties. Manager of the 
concession is Bertha Gamble, for 25 years a candy 
manager for Geo. Haas & Sons. 
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@ The William Barron Candy Co., Oakland, Calif., 
took over franchise distributorship of Schrafft’s can- 
dies in Alameda and Contra Costa counties in June. 
In this territory, the wholesale firm is handling 
the complete line of W. F. Schrafft & Sons, Corp., 
Boston. 


@ Miss Saylor’s Chocolates, Inc., of Alameda, Calif., 
has recently added “Butter-Cups” to its line of pop- 
ular priced packages. Contents consist of cream- 
textured, wrapped chews in lemon custard, black 
raspberry, peppermint, licorice, chocolate-vanilla, 
rum and butter flavors, and Flavor-Ets hard candy 
in five flavors. The assortment, packed in a window- 
type box weighing 12 ounces, retails at 69 cents. 


®@ Dickenson’s Candies of San Francisco has been 
sold by Charles Dickenson to Sidney Abt who is 
operating under the name of Abt Candies. Mr. Dick- 
enson and his brother were for some years the 
owners of the Dixie-Dixon chain of candy stores 


_ and plant located in this city. 


@ The Rogers Candy Co. of Seattle, an affiliate of 
Harry Brown Confections, Tacoma, Wash., is build- 
ing a two story addition to its plant. It will con- 
tain approximately 9,600 square feet. The building 
is scheduled for completion this fall. When it is 
done, Harry Brown Confections will close its Taco- 
ma factory and move to the enlarged Seattle plant. 


® Harrison P. Higgins, plant engineer in charge 
of building and building services for the New Eng- 
land Confectionery Co., died at Mount Auburn Hos- 
pital July 6. Mr. Higgins was employed by Necco 
for 38 years. 
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GERALD S. DOOLIN. NCA 
sanitation director, is making 
a Western field trip August 
6 to Oct. 23. Candy Manu- 
facturer members of NCA 
have been notified of Mr. 
Doolin‘s availability and plant 
survey service. His sched- 
ule for the trip will be: Au- 
gust 6-11, lowa; August 13-14, 
Nebraska: August 15-19, Colo- 
rado; August 20-26, Utah: 
August 27-29, Idaho; Sept. 
6-8, Oregon: Sept. 8-15, Wash- 
ington; Sept. 17-Oct. 6, Cali- 
fornia; Oct. 15-17, Oklahoma; 
Oct. 17-20, Missouri; Oct. 22- 
23, Illinois. 





@ Jonathan S. Paul, vice president and secretary 
of Clark Brothers Chewing Gum Co., died at his 
home near Pittsburgh, July 10. 


@ William Wrigley, Jr., Co., has been reported as 
making a 2 per cent sales advance for the first six 
months this year over a like period last year. The 
company believes that a move to cut production 
costs has been partially responsible for this in- 
crease. 


@ Marshall Field’s Chicago candy kitchens were 
closed down for half a month of July during exten- 
sive remodeling. Plans call for new equipment, air 
conditioning and greater sanitation, according to 
Herb Knechtel, department head. 


LATIN Continuous 
DIE POP MACHINE 
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high speed production 

controlled weight & size of pops 
interchangeable dies 

guaranteed performance 
economicc! operation 


CHOCOLATE SPRAYING CO., INC. 


2035-39 W. GRAND CHICAGO 12, ILL. 
N. Y. Rep. John Sheffman, 152 W. 42nd St., New York 18, N. Y. 
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National Manufacturer 


IMPROVES QUALITY 


without increasing cost! 


Why not take a tip from the manufacturer of a well-known 
confection who found this way to improve his sales? 


Here’s his story: “As soon as the retail shelves were full 
again, we knew we had to give the public better quality or 
lose business. But, how could we increase quality without 
increasing ingredient cost?” 


Aromanilla improves taste at low cost 


“Aromanilla,” continued the manufacturer, “solves the big- 
gest part of our problem; getting a flavor that would give 
us a tastier piece of goods. Aromanilla gave us the flavoring 
quality and effect of expensive standard vanilla at a cost so 
low that it approximates the cost of the vanillin we had been 
using. And, it’s just right for goods with a shelf life. It 
ripens in and imparts a mellow, full-bodied flavor that, ac- 
cording to our taste jury, is the finest we have ever had in 
our product.” 

Aromanilla is able to obtain results like that because it 
was specifically developed to give commercial bakers, con- 
fectioners, and ice cream makers the full, balanced flavor 
of the vanilla bean in finished products. In processing it, we 
start with a base of prime Mexican vanilla beans, and de- 
liberately dissipate the highly volatile solids that are usually 
lost in food processing. We replace these with identical, but 
sturdier, flavoring solids from other sources. Thus Aroma- 
nilla, because it is sturdier, comes through your process with 
all the flavoring effect of the bean intact and in its original 
balance. 


Money-back trial order 


We have been running the statements of satisfied Aroma- 
nilla users for some time now. But, don’t take their word for 
it. Try it yourself. Order a trial supply on the handy coupon 
below. Test it against the finest extract that money can buy. 
If Aromanilla doesn’t do everything that’s promised, ship 
us the unused portion collect, and the full purchase price 
will be refunded. 


r 
| Aromanilia Co., Inc.—Dept. C-2 
| 6 Varick Street, New York 13, N. Y. 
1 Sure I'll test Aromanilla under money-back agreement. Please place 
my trial order for: 
0 1 pint concentrate (equals 2 gals. Standard flavor) $ 8.00 
C) 1 gal. concentrate (equals 16 gals. Standard flavor) $52.00 
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SAromanilla 


Imitation Vanilla Flavor 
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John Casani speaks 
to Congressmen 


x 
OHN CASANI, chairman of the board of directors 


for the National Candy Wholesalers’ Association, pro- 
posed an amendment of the law to prohibit sales below 
cost without the necessity of proving that injury to a 
competitor has already occurred. 

The Small Business committee began its hearings, June 
26, on the enforcement or lack of enforcement of the anti- 
trust laws by the Federal Trade Commission and the De- 
partment of Justice. Presiding was Wright Patman of 
Texas, author of the Robinson-Patman Act. 

Mr. Casani, past president of the NCWA and asso- 
ciated with the wholesaling firm of John Casani Co., 
spoke before this committee June 28. 

Mr. Casani told the committee that he felt the present 
rules on “Loss Leader” and “Sales Below Cost” were in- 
adequate because it had to be proven that the below-cost 
rates are “with both the intent and the effect of injuring a 
competitor and that it may be lessening competition, tend- 
ing toward monopoly or unreasonably restraining trade.” 

He asked the committee to suggest to Congress an 
amendment of its laws to prohibit prices below tlie seller’s 
cost of purchase plus his cost of Paras business. 


Seeks Effectiveness 


Mr. Casani spent most of his time before the commit- 
tee seeking ways and means to make Trade Practice Rules 








Starch Trays 


© At their best! 
@ At lowest prices! 


Masonite and Solid Wood Tongue @# 
and Grooved Glued Bottoms 
Nailed—Cement Coated Drive <& 
Screws—Lock Corner and Water- 
proof Glued Hard and Soft Woods 
also: Dipping Boards—Starch Tray Dollies 
Pan Room Trays—Wire Bottom Trays 
Mould Boards 
And All Other Affiliated Wood Products 


Ask for FREE Sample—and quotation 


BAYWOOD MFG. CO., INC. 


Brooklyn 17, N.Y. 


11-13 Sterling Pl. NE 8-9832 
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2st Huron Street 





more effective. He gave as an example the slowness in the 
decision in the Automatic Canteen Cc. and the Curtiss 
Candy Co. cases as reasons why FTC enforcement must 
be speeded up. 

He said, “While I do not know enough about law to 
suggest any changes in procedures, we are sure you can 
agree that if it took seven years to put a stop to illegal, 
discriminatory prices in this case, after the complaint was 
filed, many a small business concern was no doubt put 
out of business, or could be put out of business, by such 
discriminatory prices before he is able to gain relief 
under the Robinson-Patman Act.” 


“. . . It is not our purpose to criticize the FTC or the 
respondent. We are convinced, however, that there is 
something wrong in a system which requires such a length 
of time for an administrative body to bring a case to a 
close and issue an order.” 


Mr. Casani then asked the Committee to examine care- 
fully the history of the Canteen case to see if there were 
“delays which should and can be avoided if enforcement 
of the Robinson-Patman Act is to be effected.” 


Examine Compliance Machinery _ 


On the enforcement of Trade Practice Rules of the 
Wholesale confectionery industry, Mr. Casani said, “We 
are convinced that the principal thing that is needed to 
make these rules effective in the industry is a set of 
compliance machinery which operates in that area preced- 
ing the issuance of a formal complaint by the FIC. We 
would certainly like to see the committee request from 
the FTC a complete outline of its procedure in securing 
voluntary compliance without issuing formal complaints. 
And if it is found that no such machinery exists, we feel 
that the committee should emphasize the importance of 
setting it up.” 

He concluded with, “We would certainly like the Com- 
mittee to check with the Commission’s staff on the exact 
number of reports of violations they have received from 
our industry, and what they have done about them either 
in securing voluntary compliance, or the filing of formal 
complaint. Then we would like to explore with the Com- 
mittee and the FTC’s staff further ways and means of 
extending and strengthening this voluntary compliance.” 


@ N. V. Chemische Fabriek “Naarden” at Naarden, 
The Netherlands, announced recently the opening 
of a new subsidiary company in London. This 
makes seven subsidiaries of the company. They are 
located in Bombay, Brussels, Buenos Aires, Indo- 
nesia, London, Oslo, and Stockholm. The company 
manufactures fruit flavors, essential oils, and other 
products not connected to the confectionery trade. 





fr TASTE APPEAL! 


.-- A trial order will convince you that 


TRUTASTE APPEAL is YOUR key to repeat sales. 


Zestful, Tangy, Imitation CHERRY 
Full-Bodied , Rich, Imitation GRAPE 


Luscious, Imitation STRAWBERRY 
Tantalizing, Imitation RASPBERRY 


TT te — = 


WOLFE 
Chicago 10, Illinois 
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SPEAS 


NUTRL-JEL 


ades 


CONFECTO-JEL 


CONCENTRATED APPLE JUICE 


APPLE PRODUCTS 


the Standard of Quality 


for sixty years 


Powdered 4¢/ Pectin 
for CONFECTIONERS 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 


@ Barricini Candy Shops announced that they were 
opening a store on the northeast corner of 42nd St. 
and the Avenue of the Americas, New York late in 
July. The new store was designed by Simon B. 
Zelnik. This is the eighth opening in the midtown 
area of Manhattan. 


® Kenneth J. Pezrow of the Ken J. Pezrow Co., 
manufacturers’ repsgsentatives and sales consult- 
ants, announced recently the forming of a new cor- 
poration—Pezrow-Baruch, food brokers for the New 
York City area. Joining him as a partner in the new 
firm is Jack F. Earuch. 


® Michigan State College will conduct the first col- 
lege course in the country to train for executive 
and managerial positions in the field of food distri- 
bution. The course has been made possible under 
a grant of $87,500 by a number of companies thru 
the National Association of Food Chains. 


® Norman W. Kempf, director of Research, Walter 
Paker & Co. has been engaged on a speaking tour 
the West sponsored by the American Association 
of Candy Technologists. To date, he has spoken 
at San Francisco, Tacoma, and Seattle. His talks 
have been on the raising and harvesting of cacao 
and films have been shown of his trip in the tropics. 


® Candy Artists, Inc., San Francisco, have closed 
their Long Island City, L.I.,N.Y., and Charles 
O’Malley, manager of the plant has moved back 
to San Francisco. 


® Loft Candy Corp. is understood to be ahead of 
a year ago in candy sales over the counter. The 
management attributes this to increased advertising 
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NEXT MONTH: 


HE MANUFACTURING CONFECTIONER brings you 
T your yearly “Purchasing Executives Number,” 
that handy buying guide for the manufacturing con- 
fectioner, as part of the regular September issue of 
the magazine. Nearly 10,000 entries are listed in 
the directory section of this issue covering every 
conceivable item of interest to the manufacturing 
confectioner. There is a section devoted to an al- 
phabetical listing of products; another for pack- 
aging supplies; yet another for machinery and fac- 
tory equipment. There are also sections for trade 
names; merchandising aids; miscellaneous factory 
supplies; and a geographical listing of all com- 
panies serving the manufacturing confectioner. 

There will also be the regular magazine section 
with articles and features of interest to the readers 
of THE MANUFACTURING CONFECTIONER. 














and the popular prices of the candy. The expan- 
sion of subway station outlets was another reason 
given for the rise. 


® Rosemarie de Paris, Inc., will transfer their man- 
ufacturing operations to Jersey City, N. J., in the 


near future. They will occupy one floor in the Lack- 
awanna Terminal Building which will include 
26,000 square feet of floor space. The new. factory 
will have white tile walls and the entire space will 
be air-conditioned. It is believed that concentrating 
the manufacture on one floor will result in better 
working conditions and increased efficiency. 
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Spring Water White 
Absolute Purity and 
Clarity ... Has Snap, Sparkie 


THE HUBINGER C0,, xectat we ex. 10 








It Costs Less 
To Operate Your 
Equipment Without Scale! 


ECORDS show you invite higher costs when you 

















allow scale to accumulate in steam-jacketed cooking 
kettles, depositors, mixers, slab tables and similar units. 
But you don’t have to put up with scale especially since 
descaling can now be accomplished so easily and econom- 
ically with Oakite Compound Ne. 32. 


Easy to use, this inhibited acid-type descalent exerts fast, 
takes off the scale without 
damaging the metal underneath. The special inhibitor of 
Oakite Compound No. 32 protects the metal from harm. 
Write to Oakite Products, Inc., 36C Thames St., N. Y. 
6, N. Y. for facts—FREE! 


scale-dissolving action .. . 
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Supply Field News 





R. D. HANDLEY, advertising 
manager, Sylvania Division. 
American Viscose Corp., was 
recently elected chairman of 
the Exhibitors’ Advisory Com- 
mittee of the 20th National 
Packaging Exposition. The 
exposition will be held in 
Atlantic City, April 17-20, 
1951. 





@ Fritzsche Bros., Inc. have just issued their whole- 
sale price list. Distribution is limited to those who 
buy in wholesale quantities. 


@ The Brown Instruments division of Minneapolis- 
Honeywell Regulator Co. will open its second half 
of 1950 maintenance and repair courses on August 
14. Classes will be on a three, five, and 13 week 
basis. The shorter courses will be for concentrated 
product instruction; the longer courses for more 
comprehensive training in complete industrial in- 
strumentation. 


@ The A. E. Staley Manufacturing Co. will be 
paying pensions exceeding $150 a month, according 
to an agreement reached with the A.F. of L. union 
recently. Earl Heaton, regional director of the 
UAW-A.F. of L. described the plan as “one of the 
most liberal in American Industry today.” 


@ W. J. O’Brien, chemist and executive of the Glid- 
den Co., is retiring from the company after thirty 
years of service. 











COATINGS { 
LIQUORS 
COCOAS 


LAMONT, CORLISS & CO. 
60 Hudson St., New York 13,N.Y. | Branches in Principal Cities 
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JOHN L. SMITH, chairman of 
the board of Chas. Pfizer & 
Co., Inc., died July 10, after an 
iliness of several months, He 
was one of the pioneers in the 
drug and chemical field and is 
known for the part he had in 
the development of antibiotics. 
Mr. Smith received his educa- 


@ The A. E. Staley Manufacturing Co. recently 
reached an agreement with attorneys of the Fed- 
eral Trade Commission disposing of the complaint 
against the Staley Co. pending since 1947. 

The complaint was part of an almost industry 
wide proposed “cease and desist” order from the 
FTC against corn derivative companies accounting 
for 95 per cent of the nation’s production. 

The agreement the Staley Co. has made involved 
the issuance of a consent “cease and desist” order. 
The terms and provisions of that order will be pri- 
marily against four trade associations no longer 
in existence. Officials of the Staley Co. announced 
that they withdrew from the associations five years 
ago. 


@ The Revere Sugar Refinery of Boston announced 
recently that effective immediately its refined sugar 
price has advanced from five to 7.9 cents a pound 
in all territories. American Sugar Refining Co. an- 
nounced that its price will advance the same and 
will go to 8.1 cents a pound with the Revere Co. 
July 17. Sucrest Corp. has also scheduled raises 
in price and August deliveries will be made at 8.05 
cents a pound. 


@ The United States Department of Agriculture 
announced late in June that the price which bee- 
keepers received for their honey will be supported 
at nine cents a pound during the marketing season 
which began April 1. Under the provisions of the 
Agricultural Act of 1949, price support of honey 
is mandatory for the first time at levels from 60 to 
90 per cent of parity. 


@® The McHale Manufacturing Co., makers of stain- 
less steel specialties in dairy, chemical, citrus, food, 
processing, and petroleum equipment production, 
announced the appointment of Ray O'’ Morrow as 
vice president in charge of purchasing. 


® The Glidden Co. announced recently that sales 
in the fiscal period from Oct. 31, 1949 to June 15, 
1950, increased six million dollars over those for the 
same period last year. The increase was 15 per cent 
in the vegetable oil division. 


@ The Sterling Drug Co., Inc. has elected J. Mark 
Hiebert, M. D., to the newly created post of execu- 
tive vice president. Dr. Hiebert has been associated 
with the company since 1934. 


® Fritzsche Bros., Inc. has announced a price ad- 
vance in their Exchange Brand Oil Lemon USP 
XIII California Coldpressed. Spot sales will be 
limited to 500 pounds and contract sales to 2,000 
pounds. 
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R.E.Funsten Co. 








VoorHEEs helps 
you make it better— 
for less! 


‘ 
Voorhees Rubber Candy Molds saves 
you time, stops waste, simplifies opera- 
tions, and insures greater perfection. 


Made of the purest live rubber, Voor- 
hees are odorless and insure freedom 
from dust. They control moisture, and 
yield a better finished product. 


VOORHEES MOLDS are manufactured 
in all standard patterns, special holiday 
and novelty patterns or designs and 
brand markings made to your order. 


Ask your Jobber or write 
for Catalogue "M8" 


VOORHEE 


RUBBER MFG. CO., INC. 
151 East 50th St., New York 22, N.Y. 
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EDWARD C. ALDERSON was 
recently appointed as general 
sales manager of the central 
division of Clinton Foods Corn 
Processing Division with head- 
quarters in Chicago. The 
central division is a new one 
covering North Dakota., South 
Dakot Mi tt Wiscon- 
sin, Nebraska, Iowa, Indiana, 
Ohio, Michigan, Kentucky, 
Northern Illinois, Eastern Mon- 
tana, the Pittsburgh area of 
Pennsylvania. and most of 
West Virginia. 





® Korean crisis and fear of total war has started 
some hoarding in sugar, according to the Depart- 
ment of Agriculture. To combat the consequent 
rise in prices, the government has boosted the 1950 
sugar marketing quotas by 350,000 short tons raw. 
This brings the total 1950 quota to 7,850,000. 

In the meanwhile, it was understood that the 
Sucrest Sugar Division of the American Molasses 
Co. is sold out thru August and is not accepting 
orders until the end of the month. 


@ Mack Rapp, vice president in charge of the in- 
dustrial division, Detecto Scales, Inc., announced 
recently a substantial reduction in the price of alu- 
minum scales. He said the reduction is an attempt 
to standardize on aluminum scales and discontinue 
cast iron. 


@ Financial World, an investment and business 
weekly, announced recently that nine confectionery 
companies have qualified for “Highest Merit 
Award” citations. The companies qualifying for 
the final judging in October are: Automatic Can- 
teen, American Chicle, E. J. Brach & Son; D. L. 
Clark Co., Clinton Industries, Inc., Kelling Nut Co.; 
Loft Candy Corp.; Rockwood Co.; Sweets Co. of 
America. The prize is awarded for the best annual 
report. 


@ The U.S. Department of Labor’s detailed report 
on employment and payrolls for the month of April 
in the confectionery and related products industry 
shows a decline in all employment. There were a 
total of 91,200 employees during the month of April 
as compared to 94,900 in March and 96,700 in Feb- 
ruary. The amount of workers on the production 
end of the business were 75,000. In March the to- 
tal was 78,800 while in February the total in pro- 


duction was 80,900. 





eres 2) 


Chocolate Spraying Co. booth at the recent NCA exposition in 
New York. Pictured left to right with the endless chain plastic 
machine are John Latini and John Sheffman. 
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@ Mark Candee has joined the staff of Clinton 
Foods, Inc. as general counsel with offices in New 
York. Mr. Candee was formerly associated with 
Murray, Aldrich & Roberts as a corporation lawyer. 
He also has been associated with other firms and 
has had wide experience as a counsel in the food 


field. 


@ The United States Department of Agriculture 
has recently developed a method of refining dark 
or strong flavored honey. The scientists of the 
department found that treating low-grade honey 
with bentonite, a type of clay, gives the product a 
milder but characteristic honey flavor. The scien- 
tists have also devised a charcoal process to make 
a completely deflavored honey syrup. Both prod- 
ucts are claimed to be wholesome and nutritious, 
to contain the same amount of sugar as the original 
honeys, but lack their strong flavor. 


@ The Morningstar, Nicol, Inc. has prepared a 
data sheet helpful in solving dextrine and starch 
product problems. The sheet has the step by step 
recording of necessary information required for 
proper analysis of dextrine and starch product prob- 
lems. The facts entered are those a dextrine chem- 
ist requires for proper study and reference. 


@ Gerald V. D’Amico has been appointed as man- 
ager of the Boston branch of Fritzsche Brothers, 
Inc., it was announced recently by F. H. Leon- 
hardt, president of the company. He replaces Harry 
P. Bowra who died recently. 


@ Wheelco Instruments Co. has opened a new 
sales office in Grand Rapids, Mich. which will cover 
the state of Michigan except for Detroit. R. P. 
Campbell will be in charge as assistant district 
manager. 


® Turco Products, Inc. makers of industrial clean- 
ing compounds, announced recently the appoint- 
ment of two new district sales managers. J. “Doug” 
Charters has been transferred to the Northern Cali- 
fornia sales district with headquarters in San Fran- 
cisco. “Chris” Williams moves into the spot left 
vacant by Mr. Charters’ transfer. 


@ The Master Builder Co. of Cleveland, Ohio, has 
announced an iron asphalt patching material which 
supposedly produces long life repairs and makes 
fast patching or resurfacing of worn concrete floors. 
The company has recently issued an eight-page 
booklet describing this product. 


® Ralph L. Beach has been promoted to assistant 
general service manager of the air conditioning 
and refrigeration firm known as The York Corp. of 
York, Penna. Prior to promotion, he served as en- 
gineer manager and district engineer of York 
Corp.’s southern district at Atlanta, Ga. 


® Lamborn’s Sugar News announced to its clients 
recently that there is no basic sugar shortage. They 
attributed the present shortage to hoarding by the 
housewife because of the threat of war. 


® The Freezing Equipment Sales, Inc. of York, 
Penna., has taken over national distribution of ro- 
tary compressors for refrigeration manufactured 
by the Fuller Co., of Catasauqua, Penna. 
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Your 
Candy’s 
Wholesome 
Taste 


is protected by the high production stand- 
ards and moder methods in operation at 
the Penick & Ford plant, Cedar Rapids, 
Iowa. Here, eternal vigilence makes cer- 
"tain that Penford Corn Syrup will be pure 


and wholesome for your candy. 

















olvak if up in the 
DUBIN CATALOG! 


HERE’S what the modern candy maker needs in the way of 
streamlined labor saving machinery. You'll find the Dubin Cata- 
log chock full of equipment ideas for chocolate, fondant, mint, 
caramel, pulled goods and other candy making equipment. . . . 
All designed and built for today’s need of cutting down operating 
costs and making finer quality confections. 


Write today for the Dubin Catalog 


am DUBIN vO EPeERTTen 


2500 S. SAN PEDRO STREET 


LOS ANGELES !!, CALIFORNIA 
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Presstime News 


@ Since Abbott Laboratories announced the new 
product Sucaryl, a non-caloric sweetener, at the In- 
stitute of Food Technologists meetings this spring, 
they have received a volume of inquiries from food 
confectionery, and beverage companies concerning 
its uses and limitations. The company announces 
that since the federal food laws prevent the use of 
non-nutritive sweetener as a substitute for sugar in 
food products for which legal standards have been 
established, the commercial uses of Sucaryl are 
limited to the manufacture of dietetic foods. Be- 
cause of the higher cost of the sweetener, the prod- 
uct cannot be considered a cheaper sweetening proc- 
ess than is possible with sugar or saccharin. Sucaryl 
is reported to be an improvement over saccharin 
because it withstands heat of cooking, canning, 
baking, or boiling in solutions without loss of sweet- 
ness. In moderate quantities, it does not cause the 
bitter or metallic after taste associated with sac- 
charin. The laboratories report that some experi- 
mentation will be needed to adapt the sweetner to 
the confectionery industry. Some suitable substi- 
tute for bulk will be needed since sugar supplies 
both sweetness and bulk. It is believed that Sucaryl 
would be good for such confections as jujubes, 
creams, and chocolate topping where most of the 
bulk is provided by gelatin and other ingredients. 
It would be difficult to use in such candies as taffy 
and hard candies where most of the bulk is sup- 
plied by sugar. 


@ The Plant Maintenance Show will be held at the 
Auditorium in Cleveland, Ohio, Jan. 15-18 it was an- 
nounced recently by Clapp & Poliak, Inc. New 
York, the exposition management. Already, 120 
companies have leased booth space, and it is ex- 
pected that the show in ’51 will exceed greatly the 
initial show this year. 


@ Wendell D. Ray, a June graduate of the Uni- 
versity of Indiana school of commerce, has joined 
the industrial sales department of the A. E. Staley 
Manufacturing Co. as a price and market analyst. 


@ Dodge & Olcott, Inc., has established two new 
sales management positions. Paul N. Sperry has 
been appointed sales manager and Arthur L. Dow- 
ling as advertising and sales promotion manager. 
Both men will be under the direction of Charles 
O. Homan, vice president in charge of sales. 


® The Regina Candy Co. of Pittsburgh, Penna., 
claims that tests have proved to them that their 
customers would rather pay full price for candy and 
get a free gift than take a saving on candy by a drop 
in price even if the saving is more than the value 
of the gift. The reason that the company advances 
is that customers want to say that they got a free 
gift. 


® William C. Bainbridge, chemical engineer at H. 
Kohnstamm & Co., Inc., died July 6, after a long 
illness. Mr. Bainbridge joined the company in 1906 
and was one of those responsible for the certification 
of harmless food colors by the Department of Agri- 
culture in 1907. He was a graduate of the Poly- 
technic Institute of Brooklyn in 1906. 





At Your Finger Tips 


of profit-making, time-saving technical information. 


1—Chemical Formulary, Volume VII! 


Edited by H. Bennett, F.A.L.C. .............. $7.00 
2—The Trade-Mark Act of 1946 
By Wiaety, A. -Teiaie: Tae ska oss coe cencess $5.00 


3—Confectionery Analysis and Composition 
By Dr. Stroud Jordan and Dr. K. E. Langwill ..$3.50 


4—Glycerine 

By Georgia Leffingwell, Ph.D. and Milton A. 

JS ORR eae ere es er $5.00 
5—Candy Production: Methods and Formulas 

Soe, UE VINEE oko das Gas ccccccceseves $10.00 


6—Soybean Chemistry and Technology 

By Klare S. Markley and Warren H. Goss ....$3.50 
7—Spice Handbook, The 

ee a ee EE ch evga Denkcbendestpecveese $6.50 





TECHNICAL INFORMATION 


A good candy library will effectively answer ever-occuring technical questions with instant, complete 
satisfaction. Let the experts work for you. Turn their knowledge into greater profits for your firm. The 
books listed here are carefully selected to help make your candy library an authoritative, finger-tip source 
For your convenience, you may order any book by num- 
ber—just mention the issue in which this list appears. 


THE MANUFACTURING CONFECTIONER 


For Every Candy Library 


8—Introduction to Emulsions 


ee SE SE, CRIED 0d a vanced cose secenaces $4.75 
9—Chemical Compesition of Foods, The 

By R. A. McCance and E. M. Widdowson ...... $3.75 
10—Foed Products 

op er re eee $12.00 
11—Chemical and Technicel Dictionary 

SG OE Te INE hccanes caccwvecdecciad $10.00 
12—Air Conditioning 

By Herbert and Harold Herkimer ............ $12.00 
13—Food Requiation and Compliance 

GE TR IE Sion g Se'cscsccccccseses $10.00 
14—Practical Emulsions 

I 60s Crcteba cc copccbesan ox cone $8.50 


9 South Clinton St. 
Chicago 6, Illinois 
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Modern Silk Screen Printing 


Victor Strauss, 28 pages, 1949, $1.50. 

A reprint of an article especially prepared for the 
ninth Graphic Arts Production Yearbook with illustra- 
tions by Edith Strauss, this book attempts to give a 
working knowledge and vocabulary in the art of silk 
screen printing for the production man in advertising. 


In this respect, the book is excellent since it gives 
a detailed account of the problems and capabilities of 
the process without trying to impart too much tech- 
nical know-how. 


An important section at the end of the book takes 
up the question of price. Mr. Strauss points out that 
silk screen work is the cheapest process for multicolor 
work up to 1,000 prints, is well competitive up to 5,000 
prints, and is competitive over 5,000 if some of its spe- 
cific features are decisive. 


And the process brings out many features exclusive 
to it, the youngest of the graphic arts. Perhaps the great- 
est single advantage of the process is its flexibility in 
producing thick layers of paint or ink prints in vivid 
and many colors. 


The difficulty for the buyer is, according to Mr. 
Strauss, to know the feasibility of the process as opposed 
to other types of printing. 


The book may be obtained through the Pied Piper 
Press, 225 Lafayette St., New York 12, N. Y. 


@ The New York Cocoa Exchange will observe its 
25th anniversary, Oct. 10, with a dinner given by its 
members at the Waldorf Astoria Hotel. 


@ J. W. Greer & Co. of Mass. has recently added 
a 16 inch coater to its line of confectionery ma- 
chinery. It is reported that the new machine is 
compact and only required 3x 5 feet of floor space. 
It is especially designed for speed in training han- 
dlers, and can be completely disassembled in a few 
minutes into three basic units. 


® Turco Products, Inc., manufacturers of indus- 
trial cleaning compounds, will locate a factory and 
storage plant,in Newark, N. J., to serve as the com- 
pany’s Atlantic division headquarters. Six major 
buildings are being planned covering 58,000 square 
feet. 








Why not get your own copy of The MANUFACTURING CONFEC- 

TIONER? Take out a year’s subscription starting with the 

“Purchasing E: tives’ Number” which is part of the regular 
September issue of the magazine. 
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Standard 
Model 


The Fondant Machine 


That Makes Finer, Smoother Fondant 
in Less Time with Less Labor 
at Lower Costs 
3 Models to choose from) =Write For Full Information 


CONFECTION MACHINE SALES CO. 


37 W. Van Buren Chicago 5, lil. 
















GREER MULTI-TIER 


for maximum cooling time in minimum space 
at minimum cost. Utilizes wasted overhead space 

. - requires less floor space than shortest tunnel. 
Completely automatic continuous operation . . . 
eliminates costly handling. Many Multi-Tiers pay 
for themselves in less than two years. 


J. W.GREER COMPANY 


138 WINDSOR ST., CAMBRIDGE 39, MASS. 












Chase sets pace 
In Union relations 


x k * 


rT HE Chase Candy Co. of St. Louis was the subject 
of an article on labor relations in a July issue of 
Business Week magazine. The article dealt with the 
Chase formula for labor relations where a powerful 
union is concerned. 

The Chase company is given as an example of a com- 
pany that has had successful relationships with a militant 
union. This has been due partly to the free exchange of 
information by the company and members of the union 
and partly because the company has gone beyond a 
grudging “live-and-let-live” attitude toward organized 
labor. 

When Chase first opened their St. Louis plant in 1946, 
they had intended to shift most of their operations there 
eventually. But after two years, they found that the pro- 
duction per employee with 13 per cent to 15 per cent 
less than in other Chase factories. 

The United Distribution Workers—then unaffiliated 
after walking out on the Cl1O—were consulted and asked 
if anything could be done about it. The union agreed 
to try. A series of meetings with the employees were 
held, and a group of suggestions were made as to the 
trouble in the plant. The company took such suggestions 
as were practical, as per agreement with the union, and 








put them to the test. 


Output Increased 


The results were that both output by the workers and 
morale of the workers shot up. The employees realized 
that the company was interested in what they thought 
and that the officials called in the union instead of try- 
ing issue orders to increase production “or else.” 

This has paid off in several ways for the company. Re- 
cently, a warehouse strike tied up some vital merchandise 
for the plant. The union was called, and they made ar- 
rangements for delivery thru the picket line. 

In another instance, the union desired a raise in wages. 
The company had been losing money; so they turned 
over complete financial information to the union. The 
union examined the books, and then signed another 
year for the same contract. 

Responsible for the understanding between union and 
company are G. D. Belcher, vice president in charge of 
production at Chase, and Harold L. Gibbons. chief ad- 
ministrative officer of the union. 

Rival unions in St. Louis criticize the policy toward 
Chase saying that the “sweetheart contract” does not get 
what the union has coming to them. Officials of the 
union point to better conditions and higher wages than 
average. They also point to employers in the city who 
haven’t found a formula for union relations. With these 
the union is considered as tough as any of them. 


H. RUSSELL BURBANK, leit. 
is named president of the 
Ass‘n of Cocoa and Chocolate 
Manufacturers and chairman 
of the American Cocoa Re- 
search Institute. Clive C. Day 
is named ACCM vice-presi- 
dent and vice-chairman of the 
Institute. Mr. Burbank is presi- 
dent of Rockwood & Co., and 
Mr. Day is president of Peter 
Cailler Kohler Swiss Choco- 
late Co., Inc. 


@ The Heller Candy Co. of the Bronx, N. Y. C., 
has leased 38,000 square feet in Paterson, N. J. The 
Heller company has been in the Bronx for ten years. 
It also has plants in Austria, Italy, and Northern 
Ireland. 









i! ffee cost in half...users like taste better! 


coffee forte is a mellow blend of select 

coffees, fortified with other natural extractives 
which build up such a potent coffee flavor that you 
use less than half as much as pure coffee concentrate. 
Per pound, it costs only 5 percent more. Those 

who try it stay by it. Demand details quick! 


“AMERICAN FOOD LABORATORIES, Inc., 860 Atlantic Ave., Brooklyn 17, N. Y. 
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A Digest of 


Technical Literature 


World-wide developments and research in con- 
fectionery and food processing techniques are noted 
for confectionery manufacturers. 





Rapid Fat Determination in 
Plant Control of Cacao Products 


Francis X. Kobe, Analytical Chemistry, May 1950, pp. 
700-2. The centrifuge method is described for fat extrac- 
tion from cacao products. Data indicates the relative rate 
of extraction and a comparsion is made with the official 
method of the Association of Official Agricultural Chem- 
ists. 

“The accurate estimation of fat in any shredded or 
ground food product depends on the distance thru which 
the solvent must pass to reach the fat and the distance 
thru which it must return. Diffusion or dialysis and ease 
of solubility are of the utmost importance. Time is also a 
critical factor. 


Dermatitis in the Making of Chocolate 


M. H. Samitz, M. D., Industrial Medicine and Surgery, 
Jan. 1950, pp. 35-6—Conclusions on investigation: 

(1) Eczematous eruptions of hands and forearms due 
to sensitization to various substances as chocolate, essen- 
tial oils, flavoring extracts, etc. 

(2) Burns to the hands and forearms due to hot 
splashes. 

(3) Paronychia due to depositions of chocolate under 
eponychium. Poor cleaning technique on the part of the 
workers allows chocolate to settle under skin at the nail 
folds thereby affording a favorable pabulum for pyogenic 
and monilial infection. 

(4) Furunculosis and folliculitis. Hot chocolate syrup 
on forearms solidifies making deposits on skin. Worker 
scrapes off chocolate pulling out hair. The trauma, in 
forcibly removing the hair, provides a portal of entry 
where pyogenic organisms grow on a favorable culture 
medium provided by the embedded sweet chocolate. The 
physician suggests employing negroes for this work since 
they are generally less hairy than whites. 


Process for Coating Paper 


Charles R. Outterson and Ben A. Fort, assignors, to 
Albermarle Paper Manufacturing Co. Patent No. 2, 508,- 
287.—A process with a relatively viscous, mobile aqueous 
coating over one face of the web. The advancing web is 
coated face up along a path at a greater angle than-which 
a viscous coating will be in repose. Coating moves back 
over web by gravity in proportion with speed of web 
running smoothly. 


® Morris S. Rosenthal, president of Stein, Hall & 
Co., Inc. announced recently the appointment of 
Norman Nuttall as assistant technical director of 
the company. Mr. Nuttall came to the company in 
1940 


® Merck & Co., Inc., manufacturing chemists, have 
concluded an agreement with the U. S. Army for a 
15 year lease and eventual purchase of the govern- 
ment owned Cherokee Ordance Plant near Danville, 
Penn. 
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NEW REVOLVING PAN 





heavy gauge copper machine spun bow! 
convenient on-off switch with overload switch 
shaft mounted on self-aligning ball bearings 
stand enclosed, easily cleaned. Sanitary 
perfectly balanced for accurate operation 


CHOCOLATE SPRAYING CO., INC. 
2035-39 W. Grand Chicago 12, lil. 
N. Y. Rep. John Sheffman, 152 W. 42nd St., New York 18, N. Y. 





- «+ if you use 
Wm. A. Camp 


select nuts in your 
confectionery 


Don't jeopardize the high quality 
reputation of your product with 
inferior quality nuts. The name 
“Camp” has stood for the highest 
quality standards in nuts for the 
confectioner for over 50 years. 


Domestic relate! 
Imported 
Shelled Nuts 


Almonds 
Brazils 
Cashews 
Price lists available on request. Filberts 

Pecans 


WM. A. CAMP co., INC. Walnuts 
100 Hudson Street, New York 13, N. Y. * WAlker 5-6460 

















POSITION WANTED 








ADMINISTRATIVE ENGINEER—Thoroughly 
experienced in all phases of confection- 
ery industry. Knows manufacturing, costs, 
labor relations, finance, sales. Seeking 
position with leading organization as Ad- 
ministrative assistant, plant or general 
manager. B.S. Industrial Engineering; 
M. A. Business. Age 40. Box A-804, The 
MANUFACTURING CONFECTIONER. 


Superintendent who devoted 30 years in 

all there is in the candy field. The best 
in Candy Making and Executive ability. 
Will produce successful results. For a per- 
sonal interview regarding my ability will 
come to your factory at my expense. Box 
A-8015, The MANUFACTURING CONFEC- 
TIONER. 








HELP WANTED 





SALES MANAGER: Experienced. Location 

New York City. Small specialty firm. 
Must travel. Salary and bonus. State age, 
experience and references. Box TF-708 
The MANUFACTURING CONFECTIONER. 


CHIEF ENGINEER—To take complete 
charge of Engineering and Maintenance 
Departments of Large Mid-West General 
Line confectionery manufacturer. Must 
have experience in handling all phases of 
engineering and maintenance in connection 
with Hard Candy, Moguls, Enrobers, Pack- 
aging, Etc. Unusual opportunity for man 
with requisite qualifications. All replies 
will be treated confidentially. Reply Box 
A-805, The MANUFACTURING CONFEC- 
TIONER. 
WANTED: SUPERINTENDENT candy de- 
partment for permanent position with 
medern South American factory. Must be 
experienced in full line of hard candies, 
starch work, caramels and pan work. Box 
B-802, The MANUFACTURING CONFEC- 
TIONER. 


FLOOR SUPERINTENDENT—Complete 

charge of Mogul and Chocolate Enrobing 
Depts. of large midwestern Candy Com- 
pany. State Experience & Salary Desired. 
Reply Box A-809, The MANUFACTURING 
CONFECTIONER. 





CLASSIFIED 


When addressing box numbers, 
please address as follows: 

(Box Number) 

The Manufacturing Confectioner 

9 South Clinton St, 

Chicago 6, Ill. 





ADVERTISING 


Classified insertion requests are 
sent to the same address. Rates cre 
35c per line of regular type: 70c 
per line for bold face or capital let- 
‘ ters: $6 per column inch for display. 
Minimum insertion is three lines. 
Rates are not subject to agency 
discounts. 











MACHINERY WANTED 





MACHINERY FOR SALE 











WANTED TO BUY: Huhn or Wolff Starch 
Drying Outfit. Box C-6014, The MANU- 
FACTURING CONFECTIONER. 





WANTED: Complete plants or individual 

units of equipment for the manufacture 
and production of Chocolates and Hard 
Candies. Box C-6019, The MANUFACTUR- 
ING CONFECTIONER. 








WANTED: One Mills Gas Fired Stove in 

qood condition. Also show cases. Write 
MERRY’S CANDIES, P. O. Box 351, Oak 
Park, Ill. 


WANTED: used Brach continuous hard 

candy cutting machine in working order. 
Price with and without stand and carrier. 
Lakehead Candy Co., Fort William, Ont. 
Canada. 


Friend Machine, smal! model, state price. 
Box A-8011, The MANUFACTURING 
CONFECTIONER. 


WANTED: Complete Hollow Mould Outfit, 

including filler and tumbler. State age, 
condition and lowest price. Box A-8010, 
The MANUFACTURING CONFECTIONER. 





treated confidentially. 


candy manufacturing. 












WANTED 
Assistant to President of Large 


CANDY MANUFACTURING CONCERN 


Rare opportunity for bright young man. Salary and bonus ar- 
rangement. State age, experience, education, earnings. Replies 


Please do not answer this ad if your experience has not been in 


Box A-8922, The MANUFACTURING CONFECTIONER 
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FOR SALE 


Simplex, Type D-3, Steam Vacuum Cooker 
Manufactured by Vacuum Candy Machin- 
ery Co. Includes 2” draw-in connection, 
vacuum gage, vacuum breaker, condenser, 
| water line filterer and thermometer, vacu- 
um pump, 1 HP electric motor, 220V, 60 
Cycle, 3 phase—2” draw off from bottom 
of kettle. Offering at price of $2950.00, 
F.O.B. Pittsburgh. Write 
THE D. L. CLARK CO. 
Pittsburgh 12. Pa. 





MODEL M. Die Pop machine, a beautiful 

design and trade name. Also 360M 
paper sticks. Box TF-507, The MANUFAC- 
TURING CONFECTIONER. 


FOR SALE—2 SIMPSON INTENSIVE 

MIXERS, 4’ 6” dia., #1¥%2. New in 1947, 
Used less than three weeks. Each with 
jacketed wear plate. National feeding hoist, 
enclosed crib, heating and dust collecting 
equipment. Also one older #2 machine 6’ 
dia., open crib, without heating and dust 
collecting equipment. 


CONSOLIDATED PRODUCTS CoO.., INC. 
15-21 Park Row New York 7, N. Y. 
Phone BArclay 7-0600 


FOR SALE: Never used 10 inch Smith Elec- 

tric Chocolate Coater,—Complete with 
Tunnel, Pre Bottomer and 100 Pound Elec- 
tric Chocolate Melting and Tempering 
Kettle. This Equipment has never been 
out of original crate. Reason for selling is, 
change in our plans whereby we will not 
require a coater. Attractive price. Bar- 
bara Fritchie Chocolates, Frederick, Mary- 
land. 


FOR SALE: Four steam copper kettles 

with stands, 50 gal., 100 lb. pressure in 
perfect condition. Two steam copper ket- 
tles with stands and agitators for fudge or 
caramel work. Agitator lifts up on stand 
by use of rope. Belt driven. 50 gal., 100 
lb. steam pressure, in perfect condition. 
Box C-801, The MANUFACTURING CON- 
FECTIONER. 
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CLM Ley CONSOLIDATI 
production Aet 


National Equipment 24” En- 
rober, with automatic Feeder, 


Secure REAL BARGAINS in 
Highly Desirable Machinery 


from 


National Equipment Fully Automatic Steel Mogul. 


PARTIAL LIST OF EQUIPMENT AVAILABLE 


4—Chocolate Melters. 

2—Savage Model S Mixers. 

1—National Syrup Cooler 
with 2 cylinder Cream 
Beaters. 

1—Dayton 5 ft. Cream 
Beater. 

1—Glenn 120 qt. Vertical 
Mixer. 


I—Read 100 qt. 
Mixer. 

1—Hobart 80 qt. Mixer. 

1—Acma Hard Candy 
Wrapper. 

1—Ross Three-Roll Choco- 
late Refiner. 

2900 Starch Trays with 
starch, standard size. 


Master 


$6555 99SSS8S68Sy, 


ONS OF MODERN CANDY PLANTS 


(names withheld upon request) 


ey For cigaae Seeocios 


National Equipment Continuous 
Hard Candy Cooker, 600 and 
1000 hourly capacities. 


Cooler and Packer. 


SSSSSSSSSSSSSSSS SS SS SSS SSO SSS SSS SSSS ¢ 


Seeccats JUST RECEIVED < 


s 
Package Machinery Model GH-2 Bar Wrapper, with Electric Eye. " 
Rose Eagle Fan-Fold Cutting and Wrapping Machine. % 
Package Machinery Model K Kiss Machine. 
Hard Candy Twist Wrapping Machine. 


Mills 6” x 8” Drop Machine. 
Reseoeusceconunneneenee $55 


eo 


> 
: 
% 
4 
% 


pesoeceosooocooooooet 


Simplex Steam Vacuum Cooker. 


Simplex Gas Vacuum Cooker 
also available. 


Package Machinery LP and LP-3 
Sucker Wrappers. 


po eng Reape 
| SUBIECT TO PRIOR SALE 


Bie es nas us 
e Machines iolloble 


| Weite Today or Wire Calle 


; Me Cut-R " 
Package Machinery Co. GH-2 ee Se erin 
Bar Wrapper, with Roll-Type 


Wre end El i. Savage Stainless Steel 110 gal 


Marshmallow Beater. 


CONFECTIONERY MACHINERY CO., INC. 


318-322 LAFAYETTE ST. 


ag ee 
Vento OUR 38th YEAR 


* NEW YORK 12, N.Y. 








| MACHINERY FOR SALE (Contd.) 


| MISCELLANEOUS (Contd.) | 





FOR SALE: Two Simplex Steam Jacketed 

Vacuum kettles in first class condition, 
individual pumps and condensers—motor 
driven. Box A-806, The MANUFACTUR- 
ING CONFECTIONER. 





FOR SALE. Steel Mogul, excellent work- 

ing condition. Just taken out of operation. 
Must be moved immediately. At a real 
low price. Box A-8016, The MANUFAC- 
TURING CONFECTIONER. 





FOR SALE: 4 Chocolate Melters, 1 Sim- 
plex steam vacuum cooker, 1 Savage 
Marshmallow Beater, 1 Acma Hard Candy 
Wrapper. Must be sold immediately. No 
reasonable offer refused. Box A-8021, The 
MANUFACTURING CONFECTIONER. 





FOR SALE: Package Machinery LP and 

LP3 Sucker Wrappers. Can be adjusted 
for various sizes and shapes of suckers. 
In fine operating condition. Reasonably 
priced. Box A-8018, The MANUFACTUR- 
ING CONFECTIONER. 





FOR SALE: Lynch Wrap-O-Matic and 
Package Machinery GH-2 bar wrappers. 
Late style machines. Practically new. 
Attractively priced. Box A-8020, The MAN- 
UFACTURING CONFECTIONER. 





ENROBER—34" National, auto. temp. con- 

trol; variable speed; blower; steam and 
water conn. Purchased January, 1948. 
Now operating; excellent condition. Best 
offer. Write Box A-803, The MANUFAC- 
TURING CONFECTIONER. 





Use M.C. Classified Adver- 
tising to Sell or Buy Used 
Equipment. 











Subscribe to 


THE MANUFACTURING 
CONFECTIONER 


Only $3.00 per year—$5.00 
2 years. 





@ Feature Articles 

@ Candy Clinic 

@ Candy Packaging 

@ Candy Equipment Preview 

@ Technical Literature Digest 
@ Manufacturing Retailer 

@ Book Reviews 


And many other features 





9 S. Clinton — CHICAGO 6 




















Brokers... 


For new candy lines, list your 
firm in the Confectionery Brokers’ 
Section of THE MANUFACTUR- 
ING CONFECTIONER and THE 
CANDY BUYERS' DIRECTORY. 
Low rate is only $15 a year. 


THE MANUFACTURING 
CONFECTIONER 


9 S. Clinton St., Chicago 6, Ill. 














MISCELLANEOUS | 





FOR SALE: 500 lbs. Moistproof Clear 
Cellophane in 3%” Rolls. Box C-6013, 
The MANUFACTURING CONFECTIONER. 








WE BUY & SELL 
ODD LOTS + OVER RUNS + SURPLUS 








SHEETS*ROLLS-SHREDDINGS 
Cellopkane rolls in cutter boxes 100 ft. or more 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Glassine Bags, Sheets & Rolls 


Tying Ribboas—All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond “Cellophane” Products 


Harry L. Diamond Robert I. Brown 
“At Your Service” 
74 E. 28th St, Chicago 16, Illinois 














REPRESENTATIVE WANTED ' 





WANTED: Established manufacturer seeks 

representation for our line of Artificial 
Flowers for Display and Flower Trims for 
all Holiday Candy boxes, Easter eggs, 
chocolate novelties and Marzipan hulls. 
Box A-8012, The MANUFACTURING CON. 
FECTIONER. 





SALES LINES WANTED | 





Candy Broker formerly located in the East 

wishes to locate in Chicago and Mid- 
West. Will handle candy and allied lines. 
Box A-8017, The MANUFACTURING CON- 
FECTIONER. 








New England States 





JESSE C. LESSE CO. 


Confectionery 
Office and Sales Room 
161 Massachusetts Ave. 

BOSTON 15, MASS. 


THOMAS M. BRATTON & CO. 
220 Delaware Ave. 
BUFFALO, NEW YORK 
Covers New York State 


Candy & confections 


JACK HAAZ 
6430 No. Broad St.—Li. 8-5873 


PHILADELPHIA 26, PENN. 
Terr: Eastern Penn. 





South Atlantic States 





JIM CHAMBERS 
Candy Broker 








Territory: New England 





Middle Atlantic States 





JAMES A BRADY CO. 
1018 Monsey Avenue 
SCRANTON 9, PENN. 


Phone 2-8658 


Concentrated coverage of the 
candy and food trade in N. E. 


ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bldg. 
PITTSBURGH 22, PA. 

Cover conf. & groc. jobbers, chains, 


dept. stores, food distrs. 
W. Pa., W. Va., & E. Ohio 


HERBERT M. SMITH 

109-17 110th St.—Virginia 3-8847 | 

OZONE PARK 16, NEW YORE 
Terr.: New York State 


84 Peachtree Street 


ATLANTA 3, GEORGIA 
Terr.: Ga., Ala., and Fla. 





WALTER C. McGILL & CO. 








Penna. “The Anthracite” 





ARKANS & ROACH 
607 Drexel Bldg. 
PHILADELPHIA 6, PENN. 


CARL H. HUNSICKER 
6261 Magnolia St. 
PHILADELPHIA 44, PENN. 


IRVING S. ZAMORE 

2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. | ROBERT L. MITCHELL, JR. & CO. 
29 Years Experience 


Terr.: Pennsylvania, excluding 
city of Philadelphia 


| 

| 

| 

Box 912, Lynchburg, Va. 
Terr: Virginia, No. & So. Carolina 





| 


1221—12th Avenue 
HICKORY, NO. CAR. 
Manufacturers’ Representative 
Candy & Specialty Items 





BLOME BROKERAGE Co. 
601 Chumleigh Rd. 
BALTIMORE 12, MARYLAND 
Candy & Novelties 
Covering Wholesale Grocers, 


Terr: North & South Carolina 





A. CARY MEARS 
P. O. Box 2415 
ROANOKE, VIRGINIA 


Specializing—Food Trade, Chains 
Super Markets 


Terr: Philadelphia & Eastern Penn. 
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Candy Broker covering 
Philadelphia, Baltimore, Md. 
Washington, D. C. 





Candy & Tobacco jobbers, & chains 
Terr: Maryland, Virginia, Delaware 
and District of Columbia 





Candy and Specialty Items 
Terr.: Va., W. Va., & No. & So. Caro. 


THE MANUFACTURING CONFECTIONER 
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Terr. 
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So. Atlantic States (cont'd) 


East No.Central States {contd.) 





West No. Central States 


Mountain States (cont'd) 











WM. E. HARRELSON 
Manufacturers’ Representatives 
5808 Tuckahoe Ave.—Phone 44280 


RICHMOND 21, VIRGINIA 
Terr.: W. Va., Va., N. & S. Caro. 





ROY E. RANDALL CO. 
Manufacturers’ Representutive 
P. O. Box 60S—Phone 7590 
COLUMBIA 1, SO. CAROLINA 


Terr.: No. & So. Carolina. 
Over 25 years in area 





BUSKELL BROKERAGE Co. 
1135 East Front Street 
RICHLANDS, VA. 

Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 





W. M. (BILL) WALLACE 


eS = al I Bldg 
. Box Wail) haters 


DECATUR, i, 
Terr.: Ga. & Fila. 
Thorough Coverage 


P. 





JOHN T. SOX CO. 
Box 605 


COLUMBIA, S&S. C. 
Manufacturer's Representatives 
Have been representative for 17 
years in the states of South end 
North Carolina 








HUBERT BROKERAGE CO. 


| 
Candy and Allied Lines 
Salesmen 

Offices & Display Rooms | 

210-211 Candles Bldg. | 

ATLANTA, GEORGIA | 
Florida, Georgia and Ala- 

bama for 20 years 

| 


Terr.: 





SAMUEL SMITH 
2500 Patterson Ave. Phone 22318 | 
Manufacturers’ Representative | 


WINSTON-SALEM 4, N. CAROLINA | 
Terr: Tenn., Virginia, 





East No. Central States 





Cc. H. THOMPSON 


1421 Sigsbee St., S. E. 
GRAND RAPIDS 6, MICHIGAN 
Terr.: Michigan including Detroit 





McDERMOTT 
100 non ae St.—Phone 382 
MARINETTE, WISCONSIN 
Terr.: Wisc. & Upper Mich.—covered 
every five weeks. 





JOHN E. SMITH 
1428 N. Pennsylvania St., Room 203 
Tel. Lincoln 3780 


INDIANAPOLIS 2, INDIANA 


Thorough Coverage Indiana Jobbers 
ain Store Merchandising 
ur Speciaity 





ROGER ETTLINGER 
Phone Townsend 8-5319 
16525 Woodward Ave. 
DETROIT 21, MICHIGAN 
Terr.: Entire state of Michigan 





WALTER M. GREESON CO. 
101 Smith Street 


3, 
“We Are At Your Service Always 
—And All Ways” 





Terr.: Michigan, Estab. Since 1932 









for August, 1950 





N. Carolina, | 
. Carolina 


| A crack team of six Southern sales- 





BERNARD B. HIRSCH 
1012 N. 3rd St. 
MILWAUKEE 3, WISCONSIN 
Terr.: Wis., Ia., Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 





HARRY KISSENGER 
ey Yay 
846 McCormick A’ 


, Brookfield ai 
Chicago suburb 


HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich., & Ind. 





WM. C. MITHOEFER 
6210 Tyne Avenue 
CINCINNATI 13, OHIO 
We specialize in cigars, 
specialties and novelties 





H. K. BEALL & CO. 
308 W. Washington St. 
CHICAGO 6, ILLINOIS 


Phones RANdolph 1618-1628 
Territory: Illinois, Indiana, 
Wisconsin 


25 years in the Candy Business 





ARTHUR H. SCHMIDT CO. 
815 Erieside Ave. 

14, OHIO 

Ohio. Member Nat'l, 
Salesmen Ass‘n. 

Buckeye Candy Club 


Terr.: Conf. 





DONALD A. IKELER 
2037 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 





East So. Central States 





R. HENRY TAYLOR 
Candy Broker 
Box 1456—-Phone 4-2763 


LEXINGTON, KENTUCKY 
Territory: Kentucky and Tennessee 





. C. BURNETT COMPANY 


Candy Brokers 
4806 Rossville Blvd. 


CHATTANOOGA, TENN. 


aon. Ky., Tenn., 
N. C., 
Iti it will sell in Bisie we can sell it. 


i ~ Ala., Fla., 
a., W. Va 





FELIX D. BRIGHT & SON 
Candy Specialties 
P. ©. Box 177—Phone 8-4097 


NASHVILLE [INNESSE! 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





J. L. FARRINGER CO. 
FRANKLIN, TENNESSEE 


Established 1924 
Territory: Tenn., Ky., and W. Va. 


3 Salesmen covering territory 





O. W. DAVIS BROKERAGE CO. 
P. O. Box 1204 
CHATTANOOGA, TENN. 


Candy & Specialties 
Complete coverage in Tenn. & Ala. 





HURD-MORELAND CO. 
Moreland, Kentucky 


Sales Representation Candy bars, 
Specialties 


GEORGE BRYAN 
BROKERAGE CoO. 
306 Walnut Bldg. 
DES MOINES 3, IOWA 
Consistent and thorough coverage 
of wholesale candy and tobacco, 


wholesale grocery, chain store 
trade in central, eastern lowa 





ELMER J. EDWARDS 
CANDY BROKERAGE 
5352 Slst Ave. So. 
MINNEAPOLIS 17, Minn. 
Phone: Pa. 7659 


Terr.: Minn., N. & S. Dak.—Special 
attention given to Twin City trade 











Terr: Kentucky, East Tennessee 


GRIFFITHS SALES COMPANY 
725 Clark Ave.—Phone GA. 4979 
SAINT LOUIS 2, MISSOURI 


We specialize in candy and 
novelties. 
Terr.: Mo., Ill., and Kan. 





O. W. TAYLOR BROKERAGE Co. 
McGREGOR, IOWA 


Cover confectionery & grocery 

jobbers, chain-Dept. stores, 

Dist. Nebraska, lowa, Minnesota, 
Wisconsin. 





G & Z BROKERAGE COMPANY 


New Mexico—Arizona El Paso 
unty Texas 


P. O. Box 227 ALBUQUERQUE 
N. Mex. 


Personal service to 183 jobbers, 

super-markets and department 

stores. Backed by 26 years experi- 

ence in the confectionery field. We 

call on every account personally 

every six weeks. Candy is our 
business. 





Pacific States 





GEORGE R. STEVENSON CO. 
302 Terminal Sales Building 


SEATTLE, WASH. 


Terri‘ory: Wash., Ore., Ida., Mont. 
ver 20 years in this area. 


CARTER & CARTER 


Confectionery Mfr's Agents 
Established with Industry since 1901 
91 Connecticut St. 

Phone: Main 7852 
SEATTLE, WASHINGTON 


Terr.: Wash., Ore., Utah, Ida., 











West So. Central States 





H. L. BLACKWELL COMPANY 
Emery Way at Sunset Drive 
EL PASO, TEXAS 
Phone: 3-0503 
Terr.: Tex., N. Mex., and Ariz. 





W. S. STOKES 
Broker & Agent 
BATESVILLE, ARKANSAS 
Candy - Novelties - Specialties 
Terr.: Arkansas—Accounts solicited 





WM. E. MIRACLE COMPANY 
301 No. Market St. 
DALLAS, TEXAS 
Territory: Texas & Oklahoma 


Mont., Nev., Wyo. 





BELL SALES COMPANY 
100 Howard Street 
CALIFORNIA 


Candy & Food Specialties 
Terr.: Calif., Reno, Nev., 
Hawaiian Islands 





J. RAY FRY & ASSOCIATES 
| 420 Market St.—Phone Garfield 7690 
} SAN FRANCISCO, CALIF. 


Wash., Mont., 
Nev., Ariz. 


Calif., Ore., 
Utah, Wyo., 


Terr.: 
Ida., 





| 

| 

| 

GENE ALCORN & CO. 
1340 E. 6th Street 

LOS ANGELES 21, CALIFORNIA 


383 Brannan 
SAN FRANCISCO CALIF. 
Ventiatys State of Coatiornia 





Mountain States 





CAMERON SALES COMPANY 
5701 East Sixth Ave. 
DENVER 7, COLORADO 


Candies and Allied Lines 
Terr.: Colo., Mont., Idaho, Utah, 
'N. Mex. 





MAYCOCK BROKERAGE Co. 
573 West 2nd South 
SALT LAKE CITY, UTAH 


An eight man organization repre- 
senting manufacturers for con- 
fectionery, tobacco, drug and gro- 
cery fobbers in Utah- Idaho territory. 





JERRY HIRSCH 
Manufacturers’ Representative 
Candy and Specialty Items 

4111 E. 4th St. 

TUCSON, ARIZONA 


Territory: Arizona, New Mexico, 
& El Paso, Texas 





FRANK X. SCHILLING 
Confectionery and Nove! Items 
Box 416—Phone 2 
BUTTE, MONTANA 
oni co of Montana, 
idaho, and Wyoming. 


MALCOLM 5S. CLARK CO. 
1487! Valencia St. 
| No. Cal.; Nev.; & Hawaii 
SAN FRANCISCO 10, CALIF 
| 923 E. Third St. —Southern California 
LOS ANGELES 13, CALIF. 
Terminal Sales Bldg. 
Wash., N. Idaho 
SEATTLE 1, WASH. 
903 Park Road 
Ariz., New Mex., W. Texas 


EL PASO, TEXAS 





JIM O'ROURKE 
9111 Hillrose St., 
SUNLAND, CALIFORNIA 


(Suburban to Los Angeles 
terr: California & Arizona 





lL LIBERMAN 
| SEATTLE 22, WASHINGGTON 
Manufacturers’ Representative 
1708 Belmont Avenue 


Terr.: Wash., Ore., Mont., Ida., 
Utah, Wyo. 


| HARRY N. NELSON CO. 
112 Market St. 

SAN FRANCISCO 11, CALIF. 
Established 1906 

Wholesale Trade Only 

Eleven Western States 





\ Terr.: 
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Aluminum Cooking Utensil Co., The .... 10 
Ambrosia Chocolate Co. 0.0.0.0... 62 
American Food Laboratories, Inc. 

American Machine & Foundry Co. .July ‘58 
American Paper Goods Co. ..................... 43 
Anheuser-Busch, Inc. 6 
Pe GI orrebtincdinr seen cossotetecdnncses June ‘50 
Aromanilla Co., Inc., The 57 
Associated Bag & Apron Co. .......... July ‘50 


Baker Chocolate and Cocoa, Wa'ter 

Div. of General Foods Corp. ...... June ‘50 
Baywood Manufacturing Co., Inc. 58 
Best Foods, Inc., The 54 
Blanke-Baer Ext. & Pres. Co. 50 
Blumenthal Bros. 66 
Bramley Machinery Corp. ................ July ‘50 
Burke Products Company. Inc. ........ June ‘50 
Burrell Belting Co. .................:c.cccc000 July ‘50 


California Almond Growers Exchange .. 14 
Califernia Fruit Growers Exchange 9, 16, 21 
Camp Co., Inc., W. A. 
Carle & Montanari, s. 





Currie Manufacturing Co. ................ June 


Diamond Cellophane Products 

Dodge & Olcott. Inc. 

Dow Chemical Co., The 

Dubin Corp., R. M. 

Durkee Famous Foods, Div. of 
EID, saiasthicitinenstitierincsevesies May 


Economy Equipment Co. .................. July ‘ 


Harry L. Friend Co. ...............:c:e:sss0+ July * 
Filtrol Corp. 

Florasynth Laboratories, Inc. 

Food Materials Corp. ........................ July ‘ 


Funsten Co., R. E. 


Glidden Company 
Greer Co., J. W. 


i © IRE July * 
Heat Seal It Company 

Heekin Can Co., The 

Hildreth Pulling Machine Co. .......... Mar. ° 
Hohberger Manufacturing Co. ................ 
Hooton Chocolate Co., The 

Hubinger Co., The 


Ideal Wrapping Machine Co. 
Jiffy Manufacturing Co. .................. June 


INDEX 


Liquidometer Corp. ...............cccc00 July ‘50 


Magnus, Mabee & Reynard, Inc. 
Third Cover 
Merckens Checolate Co., Inc. ................ 53 
Mid States Gummed Paper Co. ........ July * 
Miller Wrapping & Sealing Machine 
c=. aisconircodasvamyn firtesadexpepsouchatincshsnatens July ° 
_  & ee” EF . eee July 


National Equipment Corp. 
National Food Products Co. .............. May 
National Sugar Refining Co., The .June ‘50 
Neumann-Buslee & Wolfe, Inc. 
Norda Essential Oil & Chemical Co., 

| SE eS SESE 4th cover 
Nulomoline Division. American 

Molasses Company 


Oakite Products, Inc. 
Olive Can Company 


Package Machinery Company 

Penick & Ford, Ltd., Inc. 

Peter Partition Corp. 

Peerless Confectionery Equip. Co. .May 
Pfizer & C-., Inc., Chas. 

Phillips Co., Charles R. 


Polak’s Frutal Works, Inc. 
Preferred Milk Products, Inc. 


Racine Confectioners’ Machinery 
Co. 


TAA ecsinteiassntebihannlecibeiitieimebesienie July 
Refined Syrups & ea dal ES 


Robert E. Savage Co. ...............cc0c0000 June 

Senneff-Herr Company 

Sheffman, John 

Shellmar Products Corp. .................... July 

Smith & Sons, Inc., W. C. .............. June 

Solvay Sales Division, Allied Chemical 
I ul ch June * 

Speas Company 

Staley Mig. Co., A. E. 

Standard Casing Co., 

Stehling Co., Chas. H. 

Stromberg Time Corp. ...................... June 

Sugar Information, Inc. .................... July 

Sweetnam, Inc., Geo, H. 


Thilmany Pulp & Paper Co. .............. July 
I Is COS Saseecccscccseccecccsecesecoce July * 


Union Confectionery Machinery Co.. 
Inc. 
Union Starch & Refining Co. .......... May ° 


Vacuum Candy Machinery Co. .............. 
van Ameringen-Haebler, Inc. 

Voorhees Rubber Mig. Co., Inc. 

Voss Belting & Specialty Co. ........ July ‘ 


Warfield Co., The 

Weinman Bros., Inc. 

Werner & Sons, Inc., John 

W-E-R Ribbon Corp. 

Whitson Products Div. of the Borden 
Company 

Wittenmeier Machinery Co. ............ July * 


"an eye to the feminine buyer. 





Confectionately Yours 


‘ 





IRST it was the cosmetic trade 

that found they were neglecting 
the male market, and now it is the 
confectionery trade. 

The cover designs on chocolates 
with their ribbons and delicate wrap- 
pings have always been made with 
And 
although this has not deterred the 
men from buying large amounts of 
candies for their wives and, more 
often, for those who are their wives 
to be, one manufacturer has decided 
that the men will buy more if the 
packaging motif is aimed more direct- 
ly at them. 

A container for male-appeal has 
been designed with that “Tweedy- 
Look” called “Especially for Men” 
and described as “tastefully tailored.” 

The assortment in the container is 
mainly chocolate which, it is claimed, 
the male is partial. 

* * a 


ONSANTO Chemical has done 
the seemingly impossible when 
figured by human standards—they 
have made a “reducer” out of sugar. 
Whereas sugar is one item that dis- 
appears from diet when one wishes 
less obesity, this chemical company 
has found that the product is valu- 
able in eliminating an undesirable 
element in a bleaching compound 
known as sodium hyper-chlorite. 

The element, known as sodium fer- 
rate, is reduced to a harmless state 
by sugar by eliminating the unwanted 
color. 

The tanneries are now learning 
that sugar reduces. In this industry, 
sugar is added to reduce chromic 
acid salts to make the latter com- 
patible with hide substances. 


* * * 


T IS claimed that Easter eggs 

caused a war that lasted for 30 
years. It was in Crete in 1866 that an 
old lady decorated her eggs at Easter 
time with several colors. They at- 
tracted the attention of Turkish sol- 
diers who jeered at her, and in the 
horseplay that followed, the old wom- 
an was knocked down. 

Her cries for help brought some 
Cretan men to the scene, and a free 
for all ended with the soldiers get- 
ting the worst of it. 

Now according to the annals, this 
was all the Cretans needed to rise 
against the Turks. They engaged the 
Turks for 30 years, finally taking the 
island. Greece again took over Crete 
which evidently the Cretans favored 
over the Turks. 
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WHY NOT USE THE PEPPERMINT (OIL 
THAT IS SO SUPERIOR IN FLAVOR 
AND IN QUALITY THAT 3 OUT) OF 
EVERY 4 PHARMACISTS” USE IT} IN 
PRESCRIPTIONS! ESPECI LLY WHEN 


IT COSTS NO MORE! nedourt Bhd 

















More CONFECTIONERS, too, AMERICAN U.S. P. 
use Mohawk Brand Peppermint 
than any other brand! They know 





there is no purer ...no better tastin i fre 


no more economical peppermint than 


Mohawk, the far superior oil for over 50 years! ie m MAGNA-fy CANDY GOODNESS 


with 


MAGNA FLAVORS 


As shown in actual surveys 


&y Macns.Ma Mapes s Hevaro,ine. INC. 


(_Siee 1995...ONt OF THE WORI 1895...ONE OF THE WORLD'S GREATEST SUPPLIERS OF ESS Se ous 


16 DESBROSSES STREET, NEW YORK 13, N.Y. + 221 NORTH LASALLE STREET, CHICAGO 1, ILL. 


LOS ANGELES: BRAUN CORP. + SEATTLE, PORTLAND, SPOKANE: VAN WATERS & ROGERS, INC. + SAN FRANCISCO: BRAUN-KNECHT-HEIMANN CO. 














a Chrauberry Cocial here tonig ht! 
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‘deel of course everybody will come- 


DAW BERT 


In the ice cream and cake - 








Good old-fashioned real strawberry 
flavor is a good old summertime favo- 
rite. Norda Strawberry Flavor is 
crammed with the true-fruit richness. 


Try it. Test it. And taste it. We believe 
you'll agree it is good—very good. 
Don’t you like that more strawberry 
taste? 


Both Norda genuine Strawberry and 
fine imitation Strawberry will help you 








make better-tasting, better-selling gel- 














atins, mixes, candies, syrups, and baked 
goods. 


Send for free samples today. Ask for 
your Norda Flavor Catalogue, too. 
Come to Norda for successful flavors. 
Norda Strawberry . . . 


Another “Favorite to Flavor It” 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO + LOS ANGELES + ST.PAUL + MONTREAL + TORONTO + HAVANA + MEXICOCITY + LONDON «+ PARIS 








